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Common Denominator 


Although the Kelvinator Mystery 
Cruise (we promise solemnly not t9 
talk about it after this week) was 


supposed io be a pleasure trip, we 
couldn't resist the temptation to make 
a nuisance of ourselves and try to 
pick up—and put together—a few 
facts about these champion salesmen 
and how they operate. 

Following is an attempt to analyze 
quickly, dissect briefly, and arrive 
somewhere near a common denomina- 
tor of these winners. 


60 Calls Per Day! 


The average number of prospects 
interviewed by these men ran from 
three to 10 daily. One salesman, how- 
ever — 29-year-old THOMAS YAR- 
DELL, of the El Paso Electric Co., 
El Paso, Tex.—insists that he inter- 
views between 15 and 60 per day. 


Mr. Yardell believes a sales policy 
varies according to the individual. 
“Rules for selling refrigerators,” re- 
marks this man, “depend largely on 
the particular prospect.” 

J. N. NEWMAN (who is almost 
twice Mr. Yardell’s age) of Cleveland 
Furniture Co., Cleveland, Tex., is of 
the same opinion as Mr. Yardell. 

“Every prospect presents a new 
problem,” declares Mr. Newman, “but 
I believe a salesman should present 
honest, earnest arguments and have 
a. thorough understanding of his unil. 
After the sale is made, the salesman 


should make regular follow-up calls.” 
* a OK 


Frozen Dessert 


Food preservation, economy, sanita- 
tion, keeping up with the Jones’, 
and pride of ownership, were the 
usual reasons given by the salesmen 
when asked why people buy refrigz- 
erators. WARD S. CRAWFORD, 
Consumers Power Co., Grand Rapids, 
Mich., was the only one to mention 
dessert freezing as a chief reason. 

He is 43, and has been selling re- 
frigerators almost four years. 

HAROLD R. OLSON of St. Paul. 
Minn. (wouldn’t you expect an Olson 
to come from St. Paul?), thinks the 
most important rule to follow in 
selling refrigerators isto ‘‘Be Patient.” 

He is 40 years old, has been selling 
refrigerators but two years, and still 
has sold enough boxes in his territory 
that users provide his prospect list. 

Both Crawford and Olson report 
that larger boxes (sixes and sevens) 
have been selling best this year. 

a * * 


Don’t Knock 


Three men agree on the same two 
rules for successful selling. 

“Stick to your own product. Do 
not knock your competitor,” says E. 
H. (TED) WILSON (44), of the 


Southwestern Gas & Electric Co., 
Shreveport, La. 
“Talk of your own product, not 


your competitor’s,” stated H. E. 
YOUNG (39), of Ott Hardware Co., 
Santa Barbara, Calif, and “Never 
knock—know your product, and tell 
the customer all you know,” declares 
CARLETON V. CLARK (35), of Clark 
& Humphrey, Bradford, Pa. ‘ 

All the salesmen on the boat, in 
fact, seemed agreed on those two 
points—even if they didn’t emphasize 
them particularly in their discussions 
of what constitutes good salesman- 
ship. 


* 


Follows Ice in 


Honest selling, a boost for the 
other fellow, and an occasional visit 


PERSONALITIES 


By George F. Taubeneck 


after the sale has been made are 
the three prime requisites for selling, 
believes JOSEPH R. SORENTO of 
Sorento Bros., Boston, Mass. 


Satisfied users and “following the 
ice man” are the best mediums of 
obtaining prospects, Mr. Sorento has 
found. 


As for this latter method, this 
enterprising salesman jots down the 
numbers of the houses which take 
large cakes of ice, and rightly pre- 
sumes that they need a good-sized 
electric refrigerator. Then he calls 
on them. 

Interestingly enough, he takes very 
few ice boxes in on trade. He is 33 
years old, and has been selling electric 
refrigerators for four years. Also he 
sells washers and oil burners. 


* * * 


Tea Room Lectures 


FULTON CAIRN of Kreimer & 
Bros. Co., Cincinnati, has an unusual! 
method of contacting prospects. He 
gives tea room lectures daily to 120-140 
individuals, of which approximately 
30 to 50 per cent are ice-box users. 
Almost 65 per cent of Mr. Cairn's 
sales this year have been made on 
the basis of ice-box trade-ins. 


“The tea room lectures are a good 
door opener,” said Mr. Cairn. “I be- 
lieve in selling Kelvinator and not 
terms. I state facts, and am enthusi- 
astic enough that the customer knows 
I know what I’m talking about. 


“I interview from four to 10 pros- 
pects a day. It isn’t how many you 
see; it’s what you do with those you 
contact,” stated Mr. Cairn. 


In selling a larger refrigerator to a 
prospects for a smaller one Mr. Cairn 
stresses the fact that “unless you 
have size, you cannot save through 
quantity buying. There is very little 
additional cost of operation for a 
larger model. It’s usually the first 
4 cu. ft. that are the most expensive.” 


* * 


Play Ball with Elaine 


“We promise a crisper or dishes to 
a user if she gets another sale, and 
we fulfill the prime,’ states BRAX- 
TON TABB of Peoples’ Supply Co., 
Highland Springs, Va. The effective- 
ness of this method is shown in Mr. 
Tabb’s declaration that the prospect 
list is composed mainly of names 
turned in by users and those obtained 
from store demonstrations. 

Mr. Tabb believes in following up 
a sale to see if the product is entirely 
satisfactory and rendering prompt 
and efficient service. 

* * * 


Bigger Dividends 


W. E. BROOKS (age 31) of Begwell 
Radio Co., Kilgore, Tex., gets most 
of his prospects through contacts on 
the floor, and through users and their 
friends. 


This man frames his policy briefly 
as follows: “Get prospects, cultivate 
their confidence in you, your store, 
and product. After sale has been 
made, constantly render courteous 
service to owners in order to get new 
prospects.” 

In selling a larger model refriger- 
ator in place of a smaller one, Mr. 
Brooks stresses the argument: “the 
more storage space the bigger the 
dividend the buyer receives on his 
investment. Due to adequate storage 
space, week-end bargains from grocery 
and meat market may be preserved.” 

“Constantly rendering courteous 
service to owners so as to get new 
prospects” is the No. 1 rule of his 
business conduct. 


Planned Work 


A. J. R. SEYFERT, field man for 
the Morley Murphy Co., distributor 
in Green Bay, Wis., went epigram- 
matical when he stated his sales 
motto: “Work Planned—and Planned 
Work.” 

“T use a scrap book and testimon- 
ials, with photos of installations when 
working with retail men.” 

Watching the marriage license bu- 
reau reports, canvassing, and inter- 
viewing people who have been sold 
other appliances through his dealers 
comprise Mr. Seyfert’s chief source of 
prospects for his retail operations. 

Although but 34 years of age, Mr. 
Seyfert has been selling—or helping 
to sell—electric refrigerators for six 
years. 

* * * 


Two Different Types 

“Stay on the hot prospect!” is the 
terse motto of FRANKLIN C. 
SCHLETT (age 28) of Schlett Hard- 
ware Co., Springfield, III. 

Equally brief is the creed of A. F. 
PASCHKE of King Lumber Co., 
Grand Rapids, Minn.—‘“Do not over- 
sell!” 

Both men agree the best source of 
prospects is users. Both agree people 
buy refrigerators because of con- 
venience and thrift. Mr. Paschke 
adds health and sanitation to the 
list, while Mr. Schlett says “keeping 
up with the Joneses” is a leading 
motive for buying. 

Mr. Paschke states it takes him 
about two calls, on the average, to 
close a sale, while Mr. Schlett de- 
clares he requires approximately 10 
calls. And they both sell lots of 
refrigerators! 


Never Give Up 


“Never be so in need of a sale that 
you misrepresent,” and “Use the 
user” are prime rules for selling re- 
frigerators, according to R. N. 
MOORE of Pearson Co., Inc., Indian- 
apolis., 

“IT never give up a sale until the 
prospect buys electric refrigeration. 
People buy refrigerators because they 
are convinced that the _ story of 
economy and convenience salesmen 
have been telling for 20 years is true,” 
states Mr. Moore. 

When selling a larger refrigerator 
to a user, Mr. Moore finds out if the 
present ice box is large enough for 
the family, and then trys to sell a 
Kelvinator with twice the “stuff 
space.” 

About 85 per cent of Salesman 
Moore’s sales have had ice box trade- 
ins in proportion to 5 per cent elec- 
tric refrigerator trade-ins. 

* * 


Ask “Em Why 


JACK LEVY, crack salesman of 
Georgia Power Co., Atlanta, believes 
in asking the prospect outright what 
his reason is for not buying. 

“When prospects say ‘no,’ I ask 
them why. Then I know what objec- 
tion to hammer on,” said Mr. Levy. 

Sales motto of Mr. Levy is “Sell 
the first one right, then you can refer 
a neighbor or friend to the buyer.” 


a 


“Stress the importance of an elec- 
tric refrigerator to health and the 
fact that it will pay for itself” is 
the selling credo of DWIGHT L. 
GRIBBLE of the Taylor Furniture 
Co., Columbia, Mo. 

Approximately 80 per cent of Mr. 
Gribble’s sales this year have been 
made with ice-box trade-ins. 

“Most people gauge their needs by 
the size of the ice box they are using,” 
stated Mr. Gribble. “I point out addi- 
tioned uses of electric refrigeration, 
which would require more space, and 
thus try to sell a larger refrigerator 
to the prospect.” 


* 


He Never Quits 


CHARLES E. FAUGHT of Faught 
Music & Radio Co. Glasgow, Ky., 
never gives up hope of selling a 
prospect. 

“If they buy something else,” 
averred Mr. Faught, “they will sooner 
or later exchange it for a Kelvinator.” 

Mr. Faught believes in making a 
refrigerator give satisfaction and 
maintains service. 
source of prospects in the users. 

* * * 


See More People 


E. T. MOORE of Florida Power 
Corp., St. Petersburg, Fla., believes 
wholeheartedly in seeing more people 
and seeing them often. 


“I try to let every personal ac- 
cuaintance know I sell refrigerators 
end solicit their help in securing pros- 
pects. I ask those whom I patronize 
to patronize me,” declared Mr. Moore. 


Chief arguments advanced by Mr. 
Moore for selling larger refrigerators 
are: “Get a refrigerator that will be 
big enough several years from now. 
A larger box gives more cubic feet 
per dollar invested. You can keep 
more variety on hand, buy in larger 
quantities, and keep foods longer.” 

* * * 


Don’t Let Him Know 


“I take the fear of the future out 
of a customer’s mind and sell him 
without letting him -know he is being 
sold,” observes I. R. JOHNSTON of 
Coeur d’Alene, Idaho. 

Honesty, truthfulness, knowing your 
product, and telling your story plainly 
and completely are prime requisites 
in selling refrigerators according to 
Mr. Johnston, who never gives up a 
sale until a prospect sells him on the 
fact that he is “dead.” 


H. F. CASTEEL of W. A. Green 
Co., Dallas, Tex., sums up the canons 
of good salesmanship succinctly as 
follows: “The right product, proper 
sales presentation, perseverance plus, 
and consistent work.” 

This 43-year-old salesman does some 
of his best work following up leads 


developed from store traffic. 
* * * 


Two Youngsters 

The two “babies” on the trip were 
CHARLES B. MOYER of Doyleston, 
Pa., who is but 20 years old, and J. 
W. GARLOCK of Fort Dodge, Iowa, 
who is just 22. 

In spite of his tender years, Mr. 
Moyer claims he has been selling re- 
frigerators since 1927! MHis_ chief 
source of prospects is the record of 
the local marriage license bureau. 
Rarely does it take him more than 
three calls to close a sale. 

Like most of the salesmen—ail are 
contest winners, remember—Messrs. 
Moyer and Garlock believe thoroughly 
in the efficacy of sales contests, and 
attribute part of their success to the 


stimulation of these extra incentives. 
* * * 


Know Competitors 

Sales creed of RALPH J. BAKER 
of Arthur J. Dillman & Son, Inc., 
Caruthersville, Mo., is “Tell the truth, 
never make false claims, have a good 
sales talk, know your competitor’s 
boxes, and never give up.” 

Mr. Baker makes evening calls, 
watches the marriage columns, scans 
the local news, and tries to profit by 


his competitors’ mistakes. 
* * 


Dead and aie 


Store and church demonstrations 
are the special sales methods used by 
HERBERT BROWN of Dabney & 
Bugg, Richmond, Va. Mr. Brown has 
been selling refrigerators for 14 years, 
and believes people buy refrigerators 
for reasons of economy of operation, 
convenience, and preservation of food. 

Salesman Brown never gives up 2 
prospect until he is “dead and buried 
or has purchased a box.” 


He finds his best 


Card Record 


B. F. PRICE of Price Electrical 
Appliance Co., East Liverpool, Ohio, 
keeps a card record of all prospects. 
On these cards he notes all state- 
ments made by the prospect that have 
any bearing on the sale. 


Immediately before the final call to 
close the deal, Mr. Price refers to 
the card index to refresh his memory. 


Mr. Price believes a_ salesman 
should make a proposition to the 
prospect in such a way that the client 
will understand exactly just what he 
is to get and how and when and how 
much he is to pay. 

* * * 


Brevities 


Salesmanager R. I. PETRIE was 
almost universally admired and liked 
by the salesmen and dealers on the 
cruise. They said so, privately and 
publicly, many times ... A _ lineal 
descendant of a onetime President of 
the United States, JAMES K. POLK, 
was one of the party. His name is 
GRAHAM POLK, and he hails from 
Fort Worth, Tex. WALTER 
JEFFREY, Kelvinator campaign 
manager, was in charge of the trip 
from beginning to end, and handled 
every detail beautifully. In apprecia- 
tion, the Texas delegation presented 
him with a 10-gallon hat; and the 
rest of the passengers chipped in on 
a cash present which was given him 
just as the boat docked in Detroit .. . 
MEL PETERS of Lincoln, Neb., -de- 
clares that he watches the mail box 
every week, and grabs ELectric RE- 
FRIGERATION NEWS as soon as it arrives. 
Always, he says, it contains at least 
one tip he can use in selling . : 
R. U. LYNCH of the Post & Lester 
Co., Kelvinator and Atwater Kent dis- 
tributor in Providence, R. I., declares 
he reads only two publications regu- 
larly: ELectric REFRIGERATION NEWS 
and Time One of his dealers, 
WILLIAM BESEROSKY of the 
Standard Electrical Co., New Bedford, 
Mass., claims he has shown ELEcTrRIC 
REFRIGERATION News to 1,000 prospects. 
Copies containing Kelvinator adver- 
tisements are always kept on display 
in the showroom. He is especially able 
to make use of the Kelvinator ship- 
ment figures and financial statements, 
which always look good to Yankee 
prospects ... RAYMOND ROSEN, 
highly successful distributor from 
Philadelphia, was along, and had with 
him a whopping big delegation. These 
Philadelphia men included: David 
Blatt, H. L. Brown, Charles Carson, 
Max Carson, Frank Christian, Meyer 
Cohan, John Daly, Harry Dubrow, 
William Fredericks, F. J. Ganister, 
Sam Goldberg, Reuben Grand, Wil- 


liam Grass, W. C. Harris, David 
Jacobs, Eugene Kahn, Raymond 
Landis, Earl McCoy, Charles Mc- 


Curry, C. B. Moyer, H. W. Neuffer, 
John Schaffer, George Schuck, E. 
Shapiro, William Shore, Henry Wol- 
son, and C. E. Young. 


* * * 


Utility Men Aboard 


We have mentioned that a number 
of high-ranking utility executives 
were aboard. In this category should 
be mentioned A. E. WARD of the 
Utility Management Corp., New York 
City (who still has a square-toed, 
likeable, folksy, country-boy air about 
him—in spite of his important posi- 
tion—which makes one instantly com- 
fortable with him). Other utility men 
—wait’ll we draw a deep breath—in- 
cluded William B. Rich of the 
Public Service Co. of Missouri, War- 
rensburg, Mo.; C. A. Stevens of the 
Public Service Electric & Gas Co., 
Newark, N. J.; George Harding, New- 
port, N. H.; Theodore Wilson, Shreve- 
port, La.; R. N. Haskell and E. W. 
Graham, both of Bangor, Me.; W. T. 
Reace and Gardner Howland, both of 
Chicago; E. T. Moore, St. Petersburg, 
Fla.; Mr. Garrett, Greensboro, N. C.; 
Mr. Brookshire, Anderson, N. C.; W. 
G. Thomas, L. H. Adams, and J. A. 
Forney, all of Charlotte, N. C. 


As Al Uhalt Looks to an Audience of General Electric Dealers 
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At the dealer meeting of R. Cooper Jr., Inc., Chicago distributorship for General 
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Electric home appliances, Al Uhalt, director of the G-E dealer division, attracted a lot of attention. 


Here 


are three poses of Al in action. Note that in the second picture he has both feet on the floor. Last picture is from one of Al’s dramatic skits for dealers. 
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City Commission 
Rejects Ban on 


Outside Selling 


Flint Business Firms File 
Protests When Bik 
Passes First Vote 


By Elston D. Herron 

FLINT, Mich.—Electric appliance 
salesmen here. who a fortnight ago 
believed their doorbell-pushing activi- 
ties were about to be halted by the 
city, were cheered on Sept. 24 when 
the commission rejected a proposed 
ordinance banning house-to-house sell- 
ing. 

The bill, which instructed police to 
“abate all peddlers and hawkers and 
itinerant street merchants as a 
nuisance,” and provided that house- 
to-house men must have a specific 
invitation to call at a home to avoid 
liability to arrest, was submitted to 
the city commission Sept. 17 by Com- 
missioner John J. McKeighan and got 
through the first reading without a 
dissenting vote. 

During the following week, how- 
ever, protests from Flint concerns 
using canvass selling poured into the 
commissioners’ offices in such num- 
bers that when the proposed measure 
came up for final vote at the next 
commission meeting, it received sup- 
port from only two members, and was 
“tabled indefinitely.” 

Largest number of persons to wit- 
ness a session of the commission in 
many months was present at the 
Sept. 24 meeting. 

Current dope among Flint business- 
men is that the measure was really 
intended to prevent operation of 
“small time” door-to-door men, such 
as vendors of shoe strings, vegetables, 
magazines, etc., and that a new bill 
will be introduced shortly to ban 
uninvited calls by all salesmen except 
those selling electrical appliances and 
automobiles. 


New McCord Petrogas 
System Now in Use 


DETROIT—One of the first trucks 
in this section of the country to be 
equipped with McCord Radiator « 
Mfg. Co.’s new truck refrigeration sys- 
tem using Petrogas, a hydrocarbon 
distillate similar to Propane, is that 
in the service of S. Lowenstein & 
Son, Detroit packers. 

Development of this new refriger- 
ated truck system originated on the 
west coast under auspices of the Shel! 
Union Oil Co., and as the result of 
an agreement some months ago be- 
tween Shell and the McCord Co., the 
latter became the exclusive licensee 
for manufacture and sale of the sys- 
tem. 

The novel feature of the system is 
that Petrogas is first used as a re- 
frigerant to cool the truck body, and 
is then burned in the engine of the 
truck, according to Guy L. Tinkham, 
McCord engineer. 

Referring to the photograph of 
Lowenstein’s two-ton Dodge truck, it 
will be seen that the fuel, carried as 
a liquid at a pressure of 135 Ibs. in 
the twin cylinders “A,” each contain- 
ing approximately 23 gallons, is led 
upwards to the heat exchanger “B,” 
where the atmospheric heat of the 
liquid is removed. 

It then passes through the expan- 
sion valve ‘C,” from which it issues 
into the evaporator or cooling unit 
“D” as a saturated gas at a pres- 
sure of approximately 5 Ibs. In its 
conversion from a liquid to a gas, 
beat absorption is effected and the 
truck body thereby refrigerated. 

The surface of the evaporator is s% 
proportioned that the gas leaves in 
a dry state and passes through the 
heat exchanger “B,” where it absorbs 
the atmospheric heat of the incoming 
liquid fuel as above mentioned, and 
(Concluded on Page 7, Column 1) 


Big Machinery Group 
To Meet Oct. 22 


WASHINGTON, D. C.—The Refrig- 
erating Machinery Association will 
hold its annual meeting Oct. 22, 1934, 
at the Stevens hotel, Chicago, W. S. 
Shipment, president of York Ice Ma- 
chinery Corp. and: president of the 
association, announced last week, 

At this meeting. the Refrigerating 


Machinery Association will elect 


officers and plans for the coming year. 


Dry-Zero Shipped 
49,282 Insulation 
Units in July 


CHICAGO—During July, the Dry- 
Zero Corp. shipped pliable _ slab 
insulation for 49,282 household elec- 
tric refrigerators—60 per cent of the 
81,463 reported manufactured by Nema 
members during that month, accord- 
ing to Harvey Lindsay, Dry-Zero 
president. 

This brings Dry-Zero shipments for 
the first seven months of 1934 to 
382,873 sets of household refrigerator 
insulation, enough to insulate 48 per 
cent of the Nema output for the 
period—789,086 units. 

During May, June, and July, Dry- 
Zero shipments, in proportion. to 
Nema manufacturing units reported, 
gained steadily. In May, Dry-Zero 
shipped insulation for 86,465 cabinets 
or 46 per cent of the reported total. 
In June, shipments were 66,176 sets 
or 54 per cent of the total. And in 
July, the ratio was just over 60 per 
cent. 

“This does not mean Dry-Zero is 
insulating 60 per cent of the cabinets,” 
points out Mr. Lindsay, “because the 
Nema figures do not include the out- 
put of manufacturers not reporting 
production to Nema. However, the 
figures do represent the bulk of the 
industry.” 


Peltier Gets Servel 
Engineering Post 


EVANSVILLE, Ind.—Frank D. Pel- 
tier, formerly in the engineering di- 
vision of Servel, Inc., has been named 
as assistant to Senior Vice President 
F. P. Nehrbas. He will fill the posi- 
tion formerly held by the late C. H. 
Tanger. 

Mr. Peltier has been with Servel 
since 1925. During most of this time 
he has been engaged in engineering 
and research for the Servel division, 
with the title of assistant chief engi- 
neer. 

His experience in electric refrig- 
eration dates many years previous 
to his Servel connection, since he 
collaborated with E. T. Williams, 
formerly Servel consultant engineer, 
in the development of an early type 
machine in 1916. 

Announcement was also made by 
Vice President Nehrbas that W. D. 
Collins, former chief engineer of the 
Servel electric refrigerator division, 
has been named superintendent of all 
departments of the refrigerator cabi- 
net division. 

Collins came to Servel in 1926. Since 
that time he has been in the engi- 
neering division. 


——$———_ 


Department Store 
Merchandising 


How some of the nation’s leading 
department stores go about the busi- 
ness of selling thousands of electric 
refrigerators annually is told graphic- 
ally and in detail in this issue of 
ELECTRIC REFRIGERATION NEWS. 


Staff members personally visited 
appliance departments of prominent 
stores in various sections of the 
country, entered unannounced, and 
watched these departments in action. 
Successful department managers 
granted exclusive interviews on their 
methods of operation. Manufacturers 
and distributors contributed hitherto 
unpublished information about depart- 
ment stores which handle their I:nes. 

All this information has been as- 
sembled, digested, and condensed for 
this issue of the News. Special 
articles are included on department 
stores in the following cities: 

New York City, Newark, Philadel- 
phia, Cleveland, Toledo, Detroit, Kan- 
sas City, Memphis, Buffalo, Grand 
Rapids, and Flint, Mich. 

Next issue will contain articles 
from other cities which were crowded 
out of this issue by the large quantity 
of material available. 


Service Men to Meet 
In Chicago Oct. 11 


CHICAGO—Complete program of 
the first convention of the Refrigera- 
tion Service Engineers Society, which 
will be held in Chicago next week, 
has just been announced by H. T. 
McDermott, secretary. Meetings will 
be held Thursday, Friday, and Satur- 
day, Oct. 11, 12, and 13 at 2111 W. 
Jackson Blvd., headquarters for the 
Chicago section of the society. 


Registration will start at 9 o’clock 
Thursday morning, followed by a call 
to order by Herbert Herkimer of New 
York, president of the society, an 
address of welcome by J. F. Nicker- 
son of Chicago, a report of the 
secretary, Mr. McDermott, and the 
treasurer’s report by E. J. Merenda 
of New York. 

The first day’s addresses include the 
following: “Benefits and the Field for 
Modernization of Obsolete Apartment 
House Equipment,” by G. H. Clark of 
Detroit; “The Operation of an Inde- 
pendent Servicing Organization,” by 
George Monjian of Chicago; ‘“Dehy- 
dration of Refrigeration Assemblies 
in the Field,” by F. B. Riley of De- 
troit; “Defining Refrigeration Servic- 
ing and Installation,’ by Mr. Herki- 
mer; and “Refrigerants,” a paper 
written by R. J. Thompson of Wilm- 


(Concluded on Page 4, Column 3) 


Has New Job 


EDWARD R. LEGG 


* 


Legg Gets Post at 
Kelvinator Factory 


DETROIT, Oct. 1. — Edward R. 
Legg, since 1927 a Kelvinator Corp. 
field representative, has been named 
manager of the company’s national 
direct sales department, according to J. 
A. Harlan, commercial sales manager. 

The department now under Mr. 
Lege’s management directs Kelvina- 
tor sales to national buyers, and em- 
braces the activities of the ice cream 
cabinet division. H. J. Priest will be 
assistant manager of national direct 
sales. 

The following regional sales man- 
agers will be included among the de- 
partment’s 11 field representatives: 
E. R. Kelley, New York; H. B. John- 
son, West Coast; R. J. Scheu, Chi- 
cago; A. P. Hawkins, South; A. J. 
Lutz, Detroit; R. N. Palm, North 
West; D. J. Bowen, South East; and 
P. B. Toohey, New England. 

Mr. Legg followed his graduation 
from Dartmouth in 1919 with seven 
years in the advertising business. 


Westinghouse Chest Model 
Gets T VA Approval 


EAST PITTSBURGH, Pa.—The new 
Westinghouse chest model electric re- 
frigerator has been approved by the 
Tennessee Valley Authority, it was 
announced last week. The unit retails 
for $77.50 f. o. b. factory, with the 


option of a five-year guarantee for, 


$7.00 additional. 


Importance of Department Stores in Refrigeration Field Will 
Continue to Grow, Says McIntyre of Kelvinator 


By Elston D. Herron 

DETROIT—The nation’s depart- 
ment stores, which in a comparatively 
short span of time have risen to a 
place of major importance in refrig- 
erator selling, will capture an _ in- 
creasingly large volume of the 
industry’s business for some years to 
come, in the opinion of V. J. Mc- 
Intyre, manager of Kelvinator Corp.’s 
department store division. 

“Not so many years ago,” is his 
reminder, “department stores were no 
factor at all in the business. But in 
1933, they, with furniture stores, made 
28.4 per cent of all refrigerator sales 
in the country. This year they will 
go still higher, and will continue to 
climb for a number of years in the 
future. 

“The reason for that is clear. When 
any product reaches a certain stage 
of public acceptance and saturation, 
it adapts itself readily to over-the- 
counter merchandising, and the de- 
partment store becomes one of the 
most logical and potent outlets for 
the product.” 

Not that Mr. McIntyre believes re- 
frigeration has moved into the over- 
the-counter class. On the contrary, he 
opines that some use of specialty sell- 
ing methods is highly necessary to 
make refrigeration a profitable item 
for many department stores. 

In the first place, he points out, 
refrigerator buyers don’t come flock- 
ing to the average department store 
in such numbers that the refrigera- 
tor department can do a profitable 
business just by putting some stock 


on the floor and advertising that it’s 
there. 

The reason is that there are too 
many department stores in the average 
city to divide up the wander-in type 
of business. The store that does a 
good volume each year has to work 
hard for it—has to find ways of pull- 
ing buyers to the department, and 
of closing sales that might go some- 
where else without special attention. 

It is often assumed that in every 
city there are a few department 
stores which attract the lion’s share 
of downtown shoppers—like Detroit, 
where three major outlets dominate 
the market. Actually, however, there 
are many cities of 100,000 population 
with more department stores than the 
Motor City. Pittsburgh, for example, 
is only half the size of Detroit, yet 
has more than twice as many stores 
working for business. 

“When you get away from the Class 
A cities, you find a different picture. 
There are fewer outstanding stores, 
and theirs is a great problem as to 
how to get a sales volume large 
enough and at a profit sufficient to 
put the refrigeration department’s re- 
port definitely in the black. Ninety- 
five per cent of the department stores 
in the country are in this class. 

‘It is to the advantage of this 
type of outlet to handle one nationally 
advertised make of refrigerator ex- 
clusively, a line made by a company 
set up to give the store all the help 
it needs to do a profitable business 
in the face of so much competition. 

“The factory can offer a proved plan 
—one built from the correlated ex- 


periences of successful outlets every- 
where which the manufacturer has 
had an opportunity to observe and 
study. Otherwise, the store has to do 
a good deal of groping. The biggest 
percentage of our accounts are ex- 
clusively Kelvinator. 

“There are two ways a department 
store may do a job on refrigeration 
selling,” ‘says the Kelvinator man. 
“One is by the use of straight mer- 
chandising, where advertising and 
floor traffic are depended upon for all 
business. The other is by using a 
combination of merchandising and 
specialty selling methods—following 
all the avenues a department store of- 
fers for making contacts with cus- 
tomers. 

“The store using this combination 
can generally do a much larger vol- 
ume than the one using merchandis- 
ing only. The latter will find refrig- 
eration more seasonal than the for- 
mer. Sales graph of the ‘merchandis- 
ing’ store will show a pronounced 
peak and valley. That of the other 
will show a curve. 

“In some outlets, straight merchan- 
dising will sell refrigerators, all right, 
but more and more stores are coming 
over to use of the combination meth- 
od.” 

The personnel of a department 
store refrigeration department is 
especially important. Type of men 
chosen, their training, and the super- 
vision given them all have a vital 
bearing on the sales results obtained. 

This is true to such an extent that 
in a town of 200,000, say, a store with 

(Concluded on Page 16, Column 3) 


Industry’s Sales 
Total for August 
Is 90,200 Units 


Figure Represents Eight 
Per Cent Decrease 


From 1933 


By A. J. Cutting 


DETROIT—World sales of house- 
hold electric refrigerators to distribu- 
tors and dealers by industry manufac- 
turers held up well during August, al- 
though the estimate of 90,200 unit's for 
the month represents decrease of 
nearly 8 per cent over the figure of 
98,100 for August of 1933. 

With the addition of August sales, 
the total for eight months reached 
1,225,000 units, being 38 per cent ahead 
of the 884,500 estimated for the first 
eight months of 1933. 

August sales in the United States 
only, totaled 77,000 household units 
bringing the eight-months figure to 
1,145,500. Refrigerators exported dur- 
ing August numbered about 13,200 
making exports for the eight months 
79.500. 

Sales by 13 members of the Refrig- 
eration Division of the National 
Electrical Manufacturers Association 
(Nema) amounted to 79,705 units dur- 
ing August bringing the eight-months 
sales figure for that organization to 
1,082,855. Nema domestic sales for 
August amounted to 79,705 for a 
cumulative total of 1,012,619, while 
August exports of 11,597 brought ex- 
port total for Nema to 70,236. 

The Nema report for August in- 
cludes sales by the following mem- 
ber companies: Crosley, Frigidaire, 
General Electric, Gibson, Kelvinator, 
Leonard, Norge, Servel, Stewart-War- 
ner, Sunbeam, Uniflow, Universal 
Cooler, and Westinghouse. Members 
not reporting sales were Apex, Jomo- 
co, Merchant & Evans, and Sparks- 
Withington. 

The figure includes units manufac- 
tured by Nema companies for Major 
Appliance Corp., Montgomery Ward 
& Co., Potter Refrigerator Corp., 
Sears, Roebuck & Co., and Truscon 
Steel Co. 

The detailed report of Nema sales 
for August will be found on page 
14 of this issue. 


NRA Ruling Prevents 
Ice Plant Building 


WASHINGTON, D. C.—The Indus- 
trial Appeals Board, created within 
NRA to hear small-business com- 
plaints, last week announced dismiss- 
al of applications for reversal of rul- 
ings given by NRA division admin- 
istrators in the case of Kings County 
Ice & Fuel Corp. and State Ice Corp. 

These firms had objected separately 
to the code provision requiring evi- 
dence of public need before construc- 
tion of additional ice plants. 

In the ice cases the board, com- 
posed of Amos J. Peaslee, chairman; 
Monsignor Ryan of the Catholic Wel- 

(Concluded on Page 16, Column 3) 


Kelvinator Will Sell 
For 10-Cents-a-Day 


DETROIT—A 10-cents-a-day pay- 
ment plan is now being offered to 
major retail stores employing Kelvin- 
ator Corp.’s plan of meter selling as 
a spur to fall sales, V. J. McIntyre, 
manager of the company’s department 
store division, declared last week. 

The offer applies only to the fall 
and winter months, the customer’s 
daily payments being arranged to 
increase in the spring of 1935. 


Annual Nema Conclave 


Will Open Oct. 16 


NEW YORK CITY—The 1934 An- 
nual Meeting of the National Electri- 
cal Manufacturers Association will be 
held Oct. 16-20 inclusive at _ the 
Palmer House, Chicago. 3 

The Refrigeration Division sectional 
meeting will start at 2:30 p. m. Thurs- 
day, Oct. 18. 

It is expected that the meeting will 
see the spotlight turned on the basic 
NRA code for the electrical manufac- 


turing industry and on the supple- 
| mental codes for the various divisions. 
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STORES 


Promotion Formula Keeps Sales 
Moving for Toledo’s Lion Store 


Manager Explains Why Frigidaire Line only Is Handled; 
Salesmen Work in Air Conditioned ‘Shop Within a Shop’ 


By Elston D. Herron 


TOLEDO~—Keep _ shouting. Don’t 
let the public forget that you have 
something good to sell. Back that up 
with expert salesmanship, and there 
will be no wincing when the sales 
reports come out. 

Although it has dozens of ramifica- 
tions, that formula is the bedrock 
upon which the 78-year-old Lion de- 
partment store in Toledo bases all 
its activities in the sale of household 
appliances. And L. S. Talbert, mer- 
chandising manager, makes it one of 
his jobs to see that that formula is 
kept in operation. 


Consistency Is Theme 


“When I say consistent promotion, 
I don’t mean a big splurge of it at 
special times in the month or year,’ 
“he says. “I mean daily and weekly 
promotion—a constant flow of :t 
through a half-dozen channels that 
will make people first think of appii- 
ances and then bring them to the 
Lion Store. The department store 
whose promotion is spasmodic will 
find its appliance sales slipping.” 

Advertising alone, no matter how 
much of it is used, won’t do a 100 per 
cent job as “constant reminder” to the 
public, thinks Mr. Talbert. Promo- 
tion starts at home. So the appliance 
department is located on the street 
level—a_ store within itself, sand- 
wiched between other merchandis?2 
divisions in such a way that a goodiy 
percentage of the day’s traffic goes 
through the well arranged appliance 
displays. 


Spot Exhibits in Main Store 


At strategic points throughout the 
big store are spot exhibits, value of 
which Mr. Talbert does not question, 
although he says it is impossible to 
check accurately on their effective- 
ness in turning the casual shopper’s 
mind to appliances. The department 
makes constant use of the two 
windows fronting it, and usually has 
at least one window display in an- 
other part of the store. 

The Lion Store handles only one 
make of electric refrigeration—Frigid- 
aire. Other of its products are Easy, 
Thor, and Apex washers and ironers; 
Sparton, Philco, Victor, and Grunow 
radios; and Magic Chef and Detroit 
Jewell gas ranges. 


Why One Line? 


Why just one refrigerator line? 

“To us it seems like good merchan- 
dising. When we handle a single 
make of refrigerator, it shows the 
public that we are thoroughly sold 
on one product. We can make a 
Frigidaire-Lion reputation tie-up that 
means something in Toledo, gives 
strength to all our refrigeration pro- 
motion.” 

Then why more than one make of 
your other appliances? 

Because, except in refrigeration, we 
can’t find any one make with enough 
outstanding characteristics to warrant 
putting our complete effort behind 1t. 
By handling several makes—of radivs, 
for instance—we have about all the 
good features in the radio field.” 

The store maintains a staff of 10 
men for refrigeration selling, eight 
on washers and ironers, eight on gas 
ranges, and four on radios. Radio is 
the only one of Lion’s major appl.- 
ances on which no outside selling is 
done. 

“We have no inter-selling,” says Mr. 
Talbert. “That is, a refrigerator sales- 
man is not permitted to sell a washer, 
but there is regular exchange of pros- 
pects. Each appliance crew has its 
own supervisor who concerns himself 
almost entirely with the sale of on2 
appliance line. 


Experienced Men Only 


“We hire only experienced salesmen. 
We are here to sell appliances, not 
run a school for training beginners. 
That doesn’t pay. Size of each selling 
staff is predetermined, and strictly 
adhered to. When we have a specified 
number of men selling refrigerators, 
we don’t hire another man_ until 
there’s a vacancy, no matter how 
good the man is. 

“Such a practice works surprisingly 
well at minimizing turnover. During 
all of 1933, we lost only two men, and 
only three have left us since the start 
of this year. All our salesmen are 
paid on a sliding-scale commission 
basis, with no drawing accounts. Too 
many men would never produce if we 
made drawing accounts available to 
them. And we have found that basing 


the commission on the size of the 
model encourages the man to ‘sell up’ 
whenever possible.” 

Although electric refrigerators are 
displayed in several places around the 
appliance shop, Frigidaire demonstra- 
tions and sales presentations are 
made in a “shop within the shop,” 
specially built for the purpose and 
air conditioned by a $1,500 Frigidaire 
system. 


Open Till 9 p. m. 

The appliance department remains 
open in the evening until 9 o’clock. 
Each man on every sales staff is 
assigned a certain time and number 
of hours for floor work each week. 
Remainder of the working time in 
that week he is required to spend in 
cutside selling (radio men excepted). 

All salesmen turn in complete re- 
ports on their activities at the end of 
each day. The report shows the total 
number of contacts made, number of 
users visited, number of prospecis 
seen, number of new prospects re- 
ceived, number of night husband-and- 
wife calls made, and the number of 
sales. 


Importance of Reports 

The merchandise manager places 
much importance on these salesman 
reports. “They give us a pretty good 
means of checking on why a man is 
or is not getting the results he should. 
All items shown are compared with 
the results he is getting, and if the 
latter are puny, we can generally 
determine from the report what part 
of his work is causing the trouble.” 

Morning meetings of salesmen are 
held almost daily, but except for con- 
stant hammering on the point that 
the men must keep locating new pros- 
pects if they are to make a go of 
their jobs, the supervisors stay some- 
what away from conventional morn- 
ing-meeting sales instruction. Rather, 
they spend time informing the sales- 
men on store affairs and policies, 
business trends, etc.—actually selling 
the men on the idea that the Lion 
Store is a good concern and is the 
logical place for Mrs. Toledo to buy 
her household conveniences. 


The ‘Keep Shouting’ Idea 

This practice is merely another part 
of the store’s policy to “keep shout- 
ing,” even to its own employees, and 
is in line with Mr. Talbert’s belief 
that “promotion starts at home.” 

Incidentally, when the salesmen 
leave the store to sell, they aren’t 
permitted to canvass promiscuously— 
from the city directory their super- 
visor assigns each of them the names 
of all persons on one street. When 
his street has been canvassed 
thoroughly, the salesman gets another 
street to work on. 

The Lion Store is a strong believer 
in advertising and plenty of it, but 
not on all types of it. Said Mr. 
Talbert: 


No Institutional Copy 

“We make all of our advertising 
promotional—none of the institutional 
type for us. It shouldn’t be necessary 
for a concern as old as ours to adver- 
tise that we are a good store, or that 
we have some lovely things to sell. 
We think it is better to let our mer- 
chandise prove that we are good, so 
we use advertising to give people 
reasons why they should buy the 
merchandise.” : 

Largest volume of the company’s 
appliance advertising is newspaper 
display, but some use is made of 
radio, and direct mail plays an im- 
portant part in the department’s 
advertising program. 

“Practically all of our direct-mail 
pieces are postcards. They cost less, 
and they produce best results. Their 
message is short; almost everybody 
will take the time to read it. In much 
of our advertising, we play up price, 
and whenever possible we use the 
‘comparative price’ theme — giving 
present price as compared with what 
it was sometime ago. This can be 
cone to good advantage when we buy 
clearance lots of appliances from 
manufacturers, or when factory prices 
are lowered.” 

The store’s refrigeration sales so 
far this year are 34 per cent ahead 
of the same period last year, although 
August was a tough month. “August 
of 1933 was a natural for refrigerator 
sales,” says Mr. Talbert. Prices were 
skyrocketing, people were rushing in 
to buy. This August there was noth- 
ing like that to pull the prospects in.” 


Daily & Scaife Talk 
AtRegional Meetings 


CLEVELAND —Increased sales and 
advertising activities, salesmen’s com- 
pensation, and controlled retail sell- 
ing are being discussed at a series of 
two-day regional conferences of rep- 
resentatives of General Electric re- 
frigerator distributorships, which 
opened at Nela Park, Cleveland, Sept. 
10 and 11. 

Principal speakers at the Cleveland 
meeting, who also are in charge of 
subsequent regional conferences, were 
Walter J. Daily, sales promotion man- 
ager of the specialty appliance sales 
department of General Electric Co., 
and A. L. Scaife, retail sales man- 
ager. Daily outlined plans for fur- 
ther coordination of retail sales ef- 
forts with advertising and sales pro- 
motion while Scaife led the discus- 
sions on compensation for salesmen 
and retail selling. 

Schedule of regional conferences, 
attended by sales promotion man- 
agers and retail sales managers of 
distributorships, follows: 

Cleveland, Sept. 10-11 — Electrical 
Housekeeping, Inc., Cleveland; Bard 
& Barger, Inc., Columbus and Cin- 
cinnati; H. G. Bogart Co., Toledo; 
Caswell, Inc., Detroit; Electric Home 
Appliance Co., Charleston, W. Va.; 
Frank W. Wolf, Inc., Buffalo; Ochil- 
tree Electric Co., Pittsburgh; Hoosier 
Electric Refrigerator Co., Indianap- 
olis; Gould-Farmer Co., Syracuse; W. 
N. Hogan, Inc., Wheeling, W. Va. 

Boston, Sept. 13-14—W. L. Thomp- 
son, Inec., Boston; G-E Supply Corp., 
Boston; Rex Cole, Inc., New York; 
P. H. Harrison & Co., Newark, N. J.; 
A. Wayne Merriam, Inc., Schenectady; 
Modern Home Utilities, Inc., Water- 
bury, Conn.; E. Pulver Cook, Inc., 
Providence, R. I.; Breckenridge, Inc., 
Springfield, Mass. 

Washington, D. C., Sept. 17-18—Na- 
tional Electrical Supply Co., Wash- 
ington; Keystone Appliances, Inc., 
Harrisburg, Pa.; Clark Adams, Inc., 
Atlantic City; Judson C. Burns, Inc., 
Philadelphia; R. S. Montgomery, Inc., 
Richmond, Va.; The Hines Co., Bal- 
timore. 

Atlanta, Sept. 21-22—W. D. Alex- 
ander Co., Atlanta; Perry-Browne, 
Inc., Columbia, S. C.; L. W. Driscoll, 
Inc., Charlotte, N. C.; Geo. Patterson, 
Inc., St. Petersburg, Fla.; Matthews 
Electric Supply Co., Birmingham. 

Dallas, Sept. 24-25—Electric House- 
hold Appliances, Dallas; O’Bannon 
Bros., Little Rock; Southern Appli- 
ances, Inec., New Orleans; Edmund- 
son Refrigerating Co., Houston; AlI- 
bert Ahrens Co., Oklahoma City. 

St. Louis, Sept. 26-28—James & Co., 
St. Louis; Electrical Housekeeping, 
Ine., Omaha; Midwest Electric Appli- 
ances, Inc., Kansas City; R. Cooper 
Jr., Inc., Chicago; Tennessee Appli- 
ances, Inc., Nashville; E. H. Schaefer 
Corp., Milwaukee; O. F. Stuefer Co., 
Minneapolis; Crescent Electric Supply 
Co., Davenport, Iowa; Dakota Elec- 
tric Supply Co., Fargo, N. D.; Thomp- 
son-Sterling, Inc., Louisville; G-E Sup- 
ply Corp., Des Moines; G-E Supply 
Corp., St. Paul. 

Denver, Oct. 1-2—B. K. Sweeney, 
Inc., Denver; G-E Supply Corp., Butte, 
Mont.; G-E Supply Corp., Salt Lake 
City; E. O. Cone Co., El Paso. 

San Francisco, Oct. 5-6 — Electric 
Appliances, Ine, San _ Francisco; 
George Belsey Co., Los Angeles; Geo. 
T. Bauder Co., San Diego; G-E Sup- 
ply Corp., Portland, Ore.; Valley 
Electrical Supply Co., Fresno, Calif. 


G-E Coach Operator Gives 
Sales Ticket to 
Policeman 


LAGUNA BEACH, Calif. — The 
mayor of Laguna Beach sent a police 
officer to collect a merchandising 
license fee for the operation of a G-E 
kitchen coach in the town. The coach 
was operated by Forrest Hieatt for 
the George Belsey Co., Los Angeles 
distributor. 

The police officer forgot to collect 
the license fee, buying an X-5 refrig- 
erator instead. 

The mayor then sent the chief of 
police to collect the fee. Another sell- 
ing talk by Hieatt made the chief 
forget his mission and he is now con- 
sidered a “hot” prospect. 


Invisible Kitchen Co. 
Names 5 Distributors 


CHICAGO — Electric Invisible 
Kitchen Co. has announced five new 
distributor connections for the sale 
of its complete line as foilows: 

The Heimann Co., 1233 Laurel Ave., 
St. Paul, Minn.; Huey & Philp Hard- 
ware Co., Hotel Equipment Dept., 
Dallas, Texas; R. R. Dwyer, 4428 
Avacado Ave., Los Angeles, Calif.; W. 
J. Vesey, 1100 N. W. 2ist St., Okla- 
homa City, Okla.; Michigan Appliance 
Sales Co., 412 Dryden Bldg., Flint, 
Mich. (which will soon open an of- 
fice in Detroit). 

Arrangements have also been com- 
pleted with the A. J. Alsdorf Corp., 
223 W. Jackson Blvd., Chicago, to 
handle export trade. 


Salesmen in the Making 


MANSFIELD—Latest sales promo- 


tion program of the _ refrigeration 
department of the Westinghouse Elec- 
tric & Mfg. Co. is a treasure hunt for 
boys and girls. The activity has been 
labelled “Captain Strong’s Westing- 
house Treasure Hunt.” 

The treasure hunt is part of the 
national campaign to sell prospects 
who have remained unsold throughout 
the intensive selling season this past 
summer. The contestants are known 
as “Junior Salesmen.” 


* depend on the number of 


Each treasure hunter secures a clue 
book from the local Westinghouse 
dealer. He can enter as many as 10 
clues which are the names and ad- 
dresses of families which have not 
yet purchased an electric refrigerator. 

If one of these prospects buys a 
Westinghouse refrigerator before 
Christmas, a prize is awarded. Prizes 
“clues” 
who make the purchase before Christ- 
mas. Included among the awards are 
bicycles, skates, and football outfits. 


General Electric Resale Operation Brings 
Higher Unit Sale for May Co. in Cleveland 


CLEVELAND-—Since the May Co., 
large department store here, began 
use of a General Electric resale oper- 
ation in its appliance division more 
than two years ago, sales of G-E 
products through that outlet have 
shown a consistent increase, accord- 
ing to Ralph C. Cameron, department 
store manager of General Electric 
Co.’s specialty appliance sales depart- 
ment. 

Located on the fifth floor, May’s 
appliance section is actually two de- 
partments in one—one _ featuring 
major appliances, the other made up 
of household conveniences of the 
smaller variety. The G-E resale oper- 
ation, established by Electrical House- 
keeping, Inc., Cleveland General Elec- 
tric distributor, has conspicuous space 
in this department. 


Major Appliances Only 


While the May appliance section, 
which is managed by Nelson P. 
Wright, handles many makes of ap- 
pliances and virtually all household 
conveniences made by G-E, only 
major appliances by this manufac- 
turer are carried on a resale basis, 
says Mr. Cameron. 

In this cooperative setup between 
the department store and Cleveland 
distributor, the latter consigns mer- 
chandise to the store; delivers, in- 
stalls, and services G-E appliances 
sold by the May Co.; employs, trains, 
supervises, and compensates the G-E 
sales force; pays the cost of all G-E 
advertising up to an amount mutually 
agreed upon, with additional adver- 
tising subject to special consideration. 


How Plan Operates 


In turn, the May Co. agrees to 
supply adequate display space for G-E 
appliances on the sales floor, supple- 
mented by spot displays in the store’s 
heavy traffic lanes and windows; 
approve credit of purchasers, carry 
the accounts, and make all collections. 
The store’s remuneration consists of 
a percentage on all business cleared 
through the resale department. 

The G-E distributor maintains a 
staff of five full-time salesmen, in- 
cluding a supervisor, in May’s General 
Electric section, while the department 
store has six full-time salesmen to 
sell all appliances. The G-E men are 
paid on a commission basis with a 
drawing account, and are selected for 
this work largely on the basis of their 
sale-closing ability. 


Salesmen Get Break 


If one of the store’s own salesmen 
sells a General Electric appliance, the 
distributor pays the commission; 
likewise, if one of the G-E salesmen 
sells an appliance of competitive 
make, as sometimes happens, he is 
paid a commission by the store, ac- 
cording to Mr. Cameron. 

Both the G-E and the store’s own 
men are obliged to make afternoon 
and evening follow-up calls on good 
prospects. 


Higher Unit Sale 


“Big advantage of a resale opera- 
tion to a department store,” says Mr. 
Cameron, “is that it insures in many 
instances a higher unit sale due to 
better-trained salesmen, and it elimin- 
ates delivery, installation, and servic- 
ing, with their attending costs. Ad- 
vantage of such an operation to the 
distributor is that it creates consid- 
erable ‘plus’ business, estimated to be 


as much as 90 per cent in some 
instances. 

“The department store resale opera- 
tion, instead of taking business away 
from the small dealer, really helps 
him, since the smart merchandising 
tactics practiced by department stores 
tend to make people more electrical 
appliance conscious—with the result 
that sales climb to the benefit of all 
retail outlets.” 


How Plan Keeps Dealers 


Besides the May Co., three other 
Cleveland department stores have 
General Electric appliance depart- 
ments. They are the Higbee Co., 
William Taylor Son & Co., and Fries 
& Schuele Co. Higbee’s department 
is a resale operation, while the other 
two are franchised as regular G-E 
dealers. 


Buffalo Store Finds 
Meter Plan Profits 
Are Maintained 


BUFFALO—The belief still preva- 
lent among some major retail outlets 
that the second year of selling refrig- 
erators on a meter payment plan is 
likely to be less profitable than the 
fifst is refuted by the selling record 
of Schwegler Bros., local Kelvinator 
outlet. 

A long-established piano firm, 
Schweglers, under the direction of 
President A. F. Schwegler, has stead- 
ily increased its Meter-Ator sales since 
adopting meter selling in 1932. 

The company supplements the work 
of the sales force with consistent 
advertising campaigns, including 
regular use of newspapers and radio. 
As sponsor of daily baseball broad- 
casts during the Buffalo playing sea- 
son, the firm is reputed to be the 
only refrigeration outlet putting base- 
ball games on the air. 

Another Schwegler radio program, 
the five-nights-a-week “Ironic Re- 
porter”—an ironic digest of the day’s 
news events—has built up a large 
following of listeners. 


St. Louis Utility jInstalls 
Kitchen in Headquarters 


ST. LOUIS—An all-electric kitchen 
and small auditorium for the purpose 
of demonstration and promotion were 
installed at the Union Electric build- 
ing, 12th and Locust Sts., here, by 
the Electric Cookery Council, an 
organization composed of electrical 
dealers and distributors in St. Louis. 

The kitchen was displayed to the 
group by C. E. Michel, sales manager 
of the Union Electric Light & Power 
Co. The home economics director for 
Union Electric demonstrated the 
operation of electric ranges and the 
points of strongest interest in selling 
electric cookery to women. 

The kitchen is equipped with a 
deluxe electric refrigerator, a dish- 
washer with double drain space, two 
electric ranges, an electric mixer, and 
necessary small electric appliances. 

Behind the kitchen is a _ food 
preparation center equipped with sink, 
cabinets, and working surfaces. In 
front of the small stage of the kitchen 
is the auditorium. The whole set-up 
is air conditioned. 
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. DORCELAIN In all the MILLIONS of electric refrigerators manufac- 
L ENAMEL 4 tured during the past few years practically ALL have 


WE 


porcelain enamel interiors. 


Because nothing else will stand up 


In selling electric refrigerators you emphasize the porcelain enamel 
interior . . . Because it helps sell the unit. People know the durability, 
the lasting quality, of porcelain enamel. They have been sold on it 
through their bath-room equipment, ranges, washing machines, table- 
tops, etc... . Just the mere mention of the fact that the interior of the 
box is porcelain enamel is enough to convince the buyer of its 
enduring whiteness. 


Porcelain enamel will do an even better selling job for you if it is on 
the outside . . . Because all the eye-appeal, the beauty, the pride of 
ownership, is on the outside. 


Most buyers don’t know nor care about “organic” or “inorganic” 
finishes. All they know is that they have seen some refrigerators that 
look as if they had a bad case of “eczema”. And they know they 
weren't porcelain enamel. 


EDUCATIONAL BUREAU 


CLEARING HOUSE FOR SALES AND TECHNICAL INFORMATION 


PORCELAIN ENAMEL INSTITUTE, INC. 
612 NORTH MICHIGAN AVENUE e CHICAGO 


Assure your customers that “here is a refrigerator that is porcelain 
enamel— inside and out’”—and you have instantly dispelled all linger- 
ing doubts about finish wear, or “ice-box eczema”. 


Make porcelain enamel work for you—both ways: 


I. In making satisfied customers— 
2. In making longer profits. 


Write for Book 
Give your salesmen the selling value of facts. Get a 
copy of the book “What You Should Know About 
Porcelain Enamel” and have them read it. It will 
help them to bigger profits—happier customers. 


Porcelain Enamel Institute, Inc. 
612 North Michigan Ave. 
Chicago. . 


Send me a free copy of your 24-page book “What You Should 
Know About Porcelain Enamel.” No obligation, of course. 


Name 
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DEPARTMENT STORES 


Gimbel’s N. Y. Store Changes to 


Known Makes Only; Sales Climb 


Advertising Planned to Cash in on Consumer 
Recognition of Known Brand Names 


NEW YORK CITY-—-Gimbel Proth- 
ers department store here within the 
last year and a half has changed its 
type of refrigeration merchandise 
from a combination of one known 
brand and a number of unknown 
brands to six leading makes and no 
unknown brands with the result that 
its refrigeration sales have shown 
steady increase, according to figures 
compiled by the management. 

Principal reasons for the increase 
in sales, according to the manage- 
ment, were that the salesmen met 
with selling resistance and the cus- 
tomers liked the idea of seeing the 
different makes of refrigerators on 


the floor. 
While some of the Gimbel mer- 
chandise executives believe that 


there are good reasons for a depart- 
ment store getting behind one or two 
leading makes and becoming known 
as the headquarters for these makes, 
they do not think this plan would 
apply in a huge metropolitan area. 

The excutives point out that the 
shopping area is so tremendous, the 
customers have so many different 
kinds of prejudices, that the store can 
realize a pretty good volume on all 
of the various makes handled. 

Chief argument of the Gimbel 
management for having the different 
lines, however, is that this procedure 
will help to establish the store as a 
“shopping headquarters” for rouse- 
wives—that it will enable the house- 


wife to buy any size or type of re- 
frigerator she might desire. 

Gimbel’s advertising on refrigera- 
tion, since the setup on refrigeration 
was changed, has been designed to 
cash in on consumer recognition on 
the leading brand names. 

One of the first of its advertising 
series was what was termed the 
“What’s In a Name?” series. Under 
this heading the copy would take a 
name like “Frigidaire” or “Norge” 
and explain why refrigerators with 
these names were being carried by 
Gimbel’s. 

To induce store traffic to flow 
through its refrigeration department 
Gimbel’s iesorts to cooking schools. 
As a special inducement to shoppers 
during the period of the cooking 
school, Gimbel’s often offers “specials” 
in form of discontinued models in lots 
of considerable size. 

One advertising innovation § that 
Gimbel’s employs is to take illustra- 
tions of the six makes which the store 
handles, show them in an advertise- 
ment, and captioning them with “See 
all six before you buy,” in the man- 
ner of Mr. Walter Chrysler’s widely 
known advertising campaigns. 

To give this advertising campaign 
additional punch, Gimbel’s offered its 
customers a free trial of 30 days on 
any refrigerator. Customers purchas- 
ing on this plan paid a down pay- 
ment and had their credit carefully 


checked, but they had the _ store’s 
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Wins Approval of Manufacturers as Superior Refrigerator Insulation 


Showing a section of the Fabrication Department, Celotex Mills, Marrero, La. where a 
large Meeren Johnson rips and cross cuts Celotex boards to sizes for further fabrication. 


Celotex offers many special advantages 
as a refrigerator insulation that appeals 
strongly to cabinet builders. 


Celotex is a structural board as well as 
an insulating product and is furnished 
ready fabricated. The fabrication of 
the material is done at the Celotex mills 
where special equipment is available, for 
cabinets of every type, size, or form. 


The boards are fabricated to the exact 
length, width and thickness to cover 
each insulated area, so that heat-leaking 
cracks or joints are reduced to the min- 
imum. 


The workable nature of Celotex—the ease 
with which it is machined for the cutting 


THE CELOTEX COMPANY, 919 NO. MICHIGAN AVE., CHICAGO, ILL. 


Protection Against Attack By Destructive Pests—All Celotex Cane Fibre Products 
are manufactured under the Ferox Process (patented) and therefore effectively 
resist damage by Fungus Growth, Dry Rot and Termites (White Ants). 


CELOTEX 


BRAND 
INSULATING CANE BOARD 
(Reg. U. S. Pat. 


* INSULATES - DECORATES ¥ 


© BUILDS 


of holes, for beveling, or for notching— 
its inherent strength which assures a 
sturdy cabinet built of a material light in 
weight—all these are advantages that 
win the approval of manufacturers. 


Celotex, made of long, tough cane fibres, 
is an effective insulation, because it is 
highly resistant to the passage of heat. 
It has a further valuable characteristic, 
as it absorbs sound and is used success- 
fully to quiet motor compartments. 


Celotex, furthermore, is sanitary and 
odorless. Every fibre is sterilized and 
waterproofed. Consult our refrigera- 
tion specialists. They are thoroughly 
experienced. Write— 


Off.) 


promise of the return of the down 
payment at the end of the 30 days 
if they didn’t decide to keep the re- 
frigerator. 

Merchandise is displayed by group- 
ing them acording to makes on the 
floor. The management believes that a 
more logical way would be to group 
them by sizes, but it has been found 
that there is so much prejudice on 
the part of customers towards certain 
manufacturers that the better policy 
is to display the refrigerator by 
makes. 

Gimbel’s does not maintain any 
outside selling organization, although 
the management is constantly experi- 
menting with this type of selling. 
Principal reasons for not employing 
an outside sales force, as listed by 
the management, are the size of the 
territory, a salesman would have to 
cover, the difficulty of getting into 
New Yorker’s homes, and the rapid 
turnover of the canvassing type of 
salesman. 

Gimbel’s instructs its customers to 
send all service complaints to the 
store, so that the appliance depart- 
ment can control the service on the 
refrigerator. In some cases the store’s 
own service department handles the 
complaint, in other cases it is turned 
over to the manufacturer’s represen- 
tative. 


Service Men to Meet 
In Chicago Thursday 


(Concluded from Page 1, Column 3) 


ington which will probably be pre- 
sented by some other engineer. 

The second day’s meeting will open 
with the “Question Box,” followed by 
“Remedying Oil-Bound Evaporators 
and Overcoming Excessive Dirt in 
Refrigerating Systems,” by T. J. 
Fowler of Chicago; “Thermostatic 
Expansion Valves,” by D. D. Wile of 
Detroit; “A Discussion and Data on 
Pressure Drop of Refrigerants 
Through Tubing,” by C. E. Hamilton 
of Chicago. 


“Commercial Low Sides,” by Joe 
Askin of Buffalo; “Lubrication of 
Mechanical Refrigerators,” by Dr. 


Erich Meyer of New York; “Ice Cream 
Cabinet Servicing,” by Paul Jacobsen 
of Chicago; and “Controls,” a paper 
to be presented by a representative of 
the Minneapolis-Honeywell Regulator 
Co. 

The last day’s session will open 
with the “Question Box,” followed by 
a report of the society’s national 
educational and examining board. 
Papers to be presented are “Deter- 
mining the Rate of Service Charges,” 
by Harry Busby of Chicago; “Ac- 
counting Systems for Service Organi- 
zations,” by J. B. Cook of Chicago; 
“Estimating Repairs and _Installa- 
tions,” by J. H. Downs of Detroit; and 
“Evaporators and Fin Coils,” by A. 
F. Haesel of Chicago. 

Two subjects for which speakers 
have not yet been decided are “Air 
Conditioning” and “Refrigerating 
Equipment Tests.” The last session 
will also include open discussion on 
“What Should Be Done to Fill in the 


- Off-Peak Season” and “Qualifications 


of an Efficient Service Man.” 

The convention will adjourn Satur- 
day afternoon after reports of various 
committees and election of officers. 


Cooking School Sessions 
Are Broadcast by 
Brandeis Store 


OMAHA—Cooking school sessions 
conducted in the G-E all-electric kit- 
chen, recently installed in the house 
furnishing department of the Bran- 
deis Department Store here, are 
broadcast by radio. 


The Brandeis store practical kitchen 
is in daily operation during cooking 
school sessions, in full view of the 
audience. Salespeople explain the 
services of the appliances before and 
after each program, which is inter- 
spersed with entertainment. 


The programs, broadcast over the 
radio, cover the immediate trade 
territory of Omaha and distant points 
of Nebraska and Iowa, almost equal- 
ing the entire territory served by 
Electric Housekeeping, Inc., G-E dis- 
tributor for Omaha. 


Officials have noted an increase in 
the sale of small appliances and ac- 
cessories, due, it is thought, to the 
increased traffic in the department. 


Westinghouse Equips 
Line of Freighters 


GALVESTON, Tex.—The six Lykes 
Line freightérs plying between here 
and the West Indies are now equipped 
with Westinghouse refrigerators and 
water coolers. 

Refrigerators installed on the 
Lykes ships are Westinghouse models 
AP-60 and BP-65 with converters. 
Water coolers are Westinghouse 
model WT-501, finished in lacquer. 

As each ship returns to port, Serv- 
ice Man Arthur Lush, who installed 
the Westinghouse equipment, inspects 
the. installation. 


Success of Kresge Store Due to 
Specialty Selling Methods 


Bacharach Exponent of Theory of Customer 
Comfort & Outside Canvassing 


NEWARK, N. J.—“We believe in 
specialized selling,’ declares Emile M. 
Bacharach, manager of the appliance 
department of the Kresge department 
store here. This belief put into prac- 
tice has made Kresge’s an outstand- 
ing merchandiser of electrical equip- 
ment in this territory and has added 
to Mr. Bacharach’s reputation as a 
“master” in the art of specialty sell- 
ing. 

Mr. Bacharach has had a long and 
varied career in the specialty selling 
business. He has sold advertising 
signs, safety razors ang paper towels. 
For nine years he was a successful 
automobile dealer. His introduction 
to department store merchandising 
was through the establishment of a 
tire department for a department 
store. 


Dual Background Needed 

“IT honestly believe from my exper- 
ience and observation that neither a 
department store background nor a 
specialty selling background alone is 
sufficient to procure maximum results 
in the management of an appliance 
department in a department store,” 
says Mr. Bacharach. 

“Department store training presents 
a background that is too much bound 
by tradition, lack of vision and petti- 
ness. The man trained only in special- 
ty selling is apt to become confused 
by the detail, routine, red tape and 
policies which are a necessary part 
of such diversified operations as are 
carried on in department stores.” 

Five distinct electrical appliance de- 
partments operate in the Kresge store 
under the direction of Mr. Bacharach 
—refrigeration, washing machines, 
vacuum cleaners, Hoover vacuum 
cleaners, and Norge oil burners. 


Distinct Organizations 

Each of these departments has its 
own sales organization headed by a 
supervisor, each sells only its own 
specialty, although the operations are 
so conducted that a clearing house 
for “leads” is set up whereby a sales- 
man in one division can share in the 
commission on a sale made on one 
of his leads in another division. 

“In our refrigeration department,” 
says Mr. Bacharach, “we sell Norge, 
Frigidaire, Westinghouse, and Gen- 
eral Electric models. We do not have 
special sales or ‘closeouts’ on other 
makes. We sell Frigidaire on the 
Meter-Ice plan and have Meter-Ice 
exclusively in Newark. 

“The refrigeration department is lo- 
cated on the seventh floor adjacent 
to the credit offices. A feature of our 
display space is that we have pro- 
vided plenty of tables and chairs for 
the use of our customers. Customers 
have to sit down to sign contracts, 
and we like to make it easy for them. 

“Employed in the department at the 
present time are 15 salesmen and a 
supervisor. Part of their time is spent 


on the floor contacting prospects out 
of the store traffic, but most of their 
time is spent on the outside, follow- 
ing up names taken from the charge 
account files, and contacting users for 
names of additional prospects. 
“Heavy emphasis is placed on the 
store’s background in training these 
men and they are taught to treat con- 
tacts as friends of the store. High 
pressure methods are discouraged. 


What Customers Remember 


“Salesmen are taught that the first 
thing a customer forgets is the price 
paid for merchandise, the next the 
name of the manufacturer (how many 
people can tell you the make tires 
there are on their car), but a cus- 
tomer never forgets where the mer- 
chandise came from.” 

While the salesmen are trained in 
the store tradition, the fact that they 
are to be “specialty salesmen” instead 
of “retail sales persons” and that 
electric refrigerators are sold and not 
bought is not overlooked. Mr. Bach- 
arach points out the difference be- 
tween “specialty” and ordinary sell- 
ing as follows: 

“A specialty sales person is one 
who is able to create in others such 
a strong desire for ownership in any- 
thing not regularly purchased that a 
sale results. A regular retail sales per- 
son is one who sells a familiar article 
regularly purchased to a customer 
ready to buy. Electric refrigeration 
requires the creative selling of an 
idea, the dramatization of an un- 
known need, the painting of a mental 
picture in the mind of a prospect, 
and very often this must be done in 
the home of the prospect for a fami- 
ly decision.” 

The refrigeration department main- 
tains prospect files, and salesmen are 
protected on their leads for periods 
of time which vary according to the 
season of the year. These files are 
kept up to date and every effort is 
made to see that a salesman follows 
up his prospects promptly and prop- 
erly. Salesmen are paid on a straight 
commission basis. 

Attempts are made to individualize 
the refrigeration department adver- 
tising, which is included with other 
Kresge copy in most instances. Win- 
dow displays are coordinated with 
special “stunts” or campaigns being 
carried out by the manufacturers 
whose lines Kresge handles. For ex- 
amples, when General Electric ran 
double page spreads in the Saturday 
Evening Post, these advertisements 
were “blown up” and used as a back- 
ground for the window displays. 

Cooking schools form part of the 
refrigeration department’s promotion- 
al program. Recently Mrs. Ruth Gra- 
ham, Norge home economist, staged 
a cooking school for the Kresge store, 
which went to some lengths to pro- 
vide the proper setting for the school, 
and proper publicity. 


Cs . 


“All the world’s a stage”— 


The Stage is Ready 


Exes for the performance, during 1934-1935 of 
ey “Refrigeration Sales” 
oy 


an audience of several million prospects. 


CAST: Manufacturers, Distributors and Users of 
Household and Commercial Refrigeration 


Shakespeare 


playing to 


Have You a Part? 


The curtain will rise soon on the year-round performance of “Refrigeration 
Sales”. The stage is ready, the audience awaits the curtain call, players must 
know their parts and be intensively rehearsed in their lines before attempting 
a performance. Are you a principal or just an “extra” in the play about to begin. 
Do you have a leading part in this dramatic entertainment or are you just a 
spear-carrier in the mob scenes? 


Copeland expects to play the “heavy lead” in 1934-1935 refrigeration. It is 
ready to give a superb performance as a manufacturer of complete refrigeration 
units, both domestic and commercial. It has assembled, in its support, a group 
of aggressive distributors, but invites others to join the cast. 


Properties used are a complete household line, economical, dependable 
convenient and attractive; a range of 21 distinct models of Commercia 
Condensing Units from 1/6 to 3 H.P. and, as an added attraction, three new 
condensing units of 5, 74% and 10 H.P. for air-conditioning applications. 


Copeland products are made in one of the most complete manufacturing plants 
in the industry, utilizing every conceivable method known to science for the 
design, development, production and test of superb refrigerating equipment. 


TO DISTRIBUTORS 


Copeland offers attractive leading parts in the coming presentation of 
“Refrigeration Sales” to competent, aggressive distributors and is prepared to 
write contracts on a basis decidedly satisfactory to qualified performers. 


COPELAND REFRIGERATION: CORP., Mount Clemens, Mich. 
Division of Winslow-Baker-Meyering Corp. 


Copeland 
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OTTER 
IO 35 MNodels 
NOW AVAILAB 


The Potter Sine for 1935 


° SK. ° ° 
comprises 8 aDistinctive 


Models priced from $/29 
upward. 


: Daring 934 es 


POT T [E IR Dealers have ALMOST DOUBLED the refrigeration industry's 


national average of dollars per sale per dealer. 


OT TEIR Dealers have MORE THAN DOUBLED the refrigeration industry's 


national average of refrigerator sales per dealer. 


[> OT TE IR Dealers have almost QUADRUPLED the industry's national aver- 
age of DOLLAR VOLUME per dealer. | 


> OT I [E IR Dealers have established, more conclusively than ever, the superi- 
ority of AIR-CONDITIONED Refrigeration. 


POT WED Dealers have proved that the POTTER FRANCHISE with its plan 
of ONE DEALER TO A CITY and a wider profit margin is A MONEY MAKER. 


POTTER REFRIGERATOR CORPORATION 


BUFFALO NEW YORK 
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Steamer ‘Buckeye State’ First Boat to Dock in New York City with Cargo 


of Refrigerators 


a enall 


”* oe 
Be aie 


A Rem 


Glen O’Harra, eastern manager for Norge Corp., was a proud man when the motorship “Buckeye State” docked in New York a fortnight ago with 675 Norge refrigerators for export and 125 


for the New Cork warehouse. 


Although many ships have left New York with electric refrigerators, this was the first ship to bring them into New York direct from the factory. The boat was 


loaded at Muskegon, Mich., and reached New York by way of Buffalo and the Erie Canal. With a net tonnage of 1,850 tons and a draft of 9 ft., some difficulty was encountered in clearing 
the canal locks, according to members of the crew. Above pictures show some of the unloading operations. 


DEPARTMENT STORES 


Displays, Smart Salesmen Make 
Gimbel a Leader in Philadelphia 


Own Service Department Precludes Grief on \‘Orphans’; 


Nearly 50% of Sales Are Made on Meter Plan 


By George F. Taubeneck 


PHILADELPHIA—After calling on 
four distributors in the City of 
Brotherly Love, there wasn’t any 
question about it. 

“What department store,” we had 
asked each of these distributors, “does 
the best job for you on refrigerators?” 


“Gimbel Bros.,” three of them 
answered unhesitatingly. 
The fourth wasn’t sure, but he 


called an assistant and soon found 
out. It was Gimbel Bros. 


So to Gimbel Bros. we went. It is 
not a particularly distinguished de- 
partment store from the viewpoint 
of appearance, but the moment you 
step inside you sense that it is a 
beehive. It’s not a take-it-or-leave-it 
place, or even a come-and-get-it store. 
It is more. The merchandise jumps 
out and grabs you. 

Immediately after shoving through 
the revolving door we plumped smack 
into an aisle booth with a _ very- 
inviting-indeed display of cocoanut 
concoctions. Booths just like this one 
(but with different kinds of food dis- 
plays)—all parts of a _ store-wide 
“Pure Foods Fair’—were to be found 
every place you turned, whether it 
was hats, misses and young women’s 
(sizes 14 to 28) dresses, leather goods, 
silk purses, sow’s ears, or sporting 
goods. 

It’s that kind of store. Some 
special promotion, of an advanced 
order and exceedingly well done, is 
constantly in progress. 

First redheaded salesgirl we saw— 
she was in cosmetics—was able to 
tell us where the refrigeration de- 
partment was—and that’s unusual, in 
a department store. 

And so, after the usual rigamorole 
of heavy aisle traffic, elevators packed 
like New York subway trains on 
a Saturday afternoon, and making 
left turns through the chinaware and 
cut glass departments, there we were 
in the midst of more refrigerators 
than some manufacturers sell in a 
year. 

Male Home Economist 


In the center of this mammoth sub- 
division of floor space a cooking 
school was in progress, with some 100 
women listening raptly to a handsome 
and entertaining male lecturer. 

At first there was nothing but ice- 
boxes in sight. All kinds and styles 
and prices, including some substan- 
tial boxes made by Sanitary, and a 
fancy ice refrigerator with an electric 
fan in the top to circulate air around 
the ice and over the foods, which 
retails for $99.95. 

There were no salesmen at this 
end of the floor. But down at the 
other end, where the electric refrig- 
erators were massed, there were six 
salesmen. One of them gave us the 


would have delighted the heart of 
Johnny Knapp. 

Leaving, and coming back by way 
of another and more distant’ entrance 
(the place is that big), we had an- 
other salesman tell us about the 
Grunow low-pressure unit and car- 
rene. This, too, was a surprisingly 
good presentation. 

There are 14 of these salesmen 
(they work on the floor on alternate 
days, spending their off days ringing 
doorbells and following up leads— 
extra “outside” sales are rewarded 
with extra days on the floor, where 
the hunting is easier) and if they are 
all as proficient in the art of dilineat- 
ing the competitive features of an 
electric refrigerator as these two, 
then it isn’t hard at all to understand 
how the Gimbel Bros. store in Phila- 
delphia sells from 3,500 to 4,000 elec- 
tric refrigerators annually. 

On the floor were Universal Cooler, 
Kelvinator, Leonard, Norge, Grunow, 
Mayfiower, Frigidaire, General Elec- 
tric, and Welsbach electric refrigera- 
tors, and Electrolux gas refrigerators. 

It’s pretty hard to say which of 
these brands is the best seller in the 
group, according to the salesmen. In 
general, the makes which are best 
advertised nationally are the ones 
which draw the most prospects. But 
demand varies according to which 
make is being featured in current 
Gimbel advertising. 

Just now it’s Universal. The store 
is advertising: “Seven carloads of 
Universal refrigerators have been 
purchased from the factory at De- 
troit, and are on special sale at prices 
ranging from $89.50 to $179.50. Trade- 
in allowances of $5.00 to $15.00 a box 
are made.” The response has been 
excellent, as was expected. 


Chest Models Ignored 

One Leonard and one General Elec- 
tric chest model are on the floor, 
but prospects almost uniformly ignore 
them, the salesmen report. Customers 
are used to the front-opening refriger- 
ator, and refuse to recognize this new 
type. The salesmen also admit, when 
pressed, that they don’t push these 
models. 

“Why should we?” asked one, in ex- 
planation, “We only get 50 cents per 
box commission!” 

John Daley, energetic and sophisti- 
cated young manager of Gimbel’s re- 
frigeration department, was demon- 
strating a big two-door Frigidaire to 
a prospect when we arrived. 

The prospect, an attractive young 
woman, had been brought into the 
store by a user—another pulchritudin- 
ous young matron who had purchased 
a Frigidaire at Gimbel’s two years 
ago, and who wanted to be sure that 
her friend went to the right place. 

Mr. Daley banks heavily on satis- 


Norge Rollator story in a manner that fied users to furnish him with pros- 


 RANCO THERMOSTAT 


Accurate 
Temperature 
Settings 


An important feature of the NEW TYPE 
KR is a steel main frame and case so 
rugged that accurate temperature settings 
are continuously maintained. 


THE AUTOMATIC RECLOSING CIRCUIT BREAKER COMPANY — : 
ere Sa 1300-10 Indianola Avenue, Columbus, Ohio 


pects, and toward that end he bends 
plenty of effort (like W. C. Fields, 
Mr. Daley comes from a long line of 
effort-benders) to see that users are 
satisfied. 

This is effected chiefly in two ways: 
(1) By educating the user, through 
cooking schools and home economics 
lectures, as to the best methods of 
utilizing her refrigerator; and (2) by 
insuring prompt and adequate atten- 
tion to service calls at all times. 

Service for most makes of refriger- 
ators is handled for Gimbel’s by the 
respective distributors. Nevertheless, 
Mr. Daley maintains his own service 
department, with a round dozen 
trained service men to call upon. 

Chief justification for his own serv- 
ice department is the number of or- 
phan machines in homes of custom- 
ers. Take Welsbach, for instance. In 
1932 Gimbel’s bought a lot of 700 
Welsbach refrigerators. Welsbach quit 
making refrigerators, so Gimbel’s 
bought a stock of Welsbach parts, 
got hold of a couple of factory- 
trained service men, and was set for 
any and all emergencies on the 700 
machines which had been sold. (The 
Welsbachs now on the floor at Gim- 
bel’s are repossessed jobs). 

Mr. Daley relies on newspaper ad- 
vertising to get prospects up to his 
department. In addition, he employs 
direct mail campaigns devised by 
the home offices of the various ma- 
chines he represents. 

Right now he is most proud of a 
General Electric Health Kitchen 
which has just been installed adjacent 
to his private office, and is working 
on the promotion of the all-electric 
kitchen idea (there’s a Modern Gas 
Kitchen at the opposite end of this 
vast room). Already a number of 
likely prospects for complete kitchens 
have turned up, he claims, and count- 
less more are now inoculated with 
the complete kitchen “bug.” 


Meter Users Often Converted 

This year almost 50 per cent of 
the refrigerators moved by Gimbel’s 
have been purchased via the coin 
meter route. 

“Prospects are almost universally 
sold on the 15-cents-a-day idea,” Mr. 
Daley reports. “It’s very difficult to 
dissuade them from buying on the 
meter plan, especially in the spring. 
However, after they have had the re- 
frigerator in their home for six or 
seven months, they frequently ask to 
convert their meter-purchase agree- 
ment into a regular time-payment 
contract, so as to save money.” 

Repossessions of refrigerators pur- 
chased on the coin-meter plan from 
Gimbel’s are practically negligible, 
Mr. Daley claims. Reason is that all 
such sales are carefully checked by 
Gimbel’s credit department. 

“An efficient credit department, an 
adequate service department, a well- 
trained sales staff, and plenty of 
forceful advertising will sell a great 
many refrigerators—at a profit—any- 
where,” summarizes Mr. Daley. 


Small Town Store Sells 
100 Units in 6 Months 


MARYSVILLE, Tenn.—More than 
100 G-E refrigerators were sold dur- 
ing the first six months of the year 
by the electrical department of Prof- 
fitt’s department store in this city 
of 10,000 population with approxi- 
mately 2,000 connected meters. 

The electrical department has shown 
a 3.8 times stock turnover in 90 days, 
announces President D. W. Proffitt. 


Dayton Department Store 
Salesman Wins $1,000 


DAYTON — First of the grand 
prizes in Kelvinator Corp.’s national 
summer sales campaign, the “Barrel 
O’ Fun” contest, went to a salesman 
whose firm, a local department store, 
only this year went into the merchan- 
dising of electrical appliances. 

The salesman, R. Schroyer, of the 
Johnston Shelton Co. (The Home 
Store) here, received $1,000 in cash. 


Lit Brothers Store Has New Ideas 
To Promote Refrigerator Sales 


Salesmen Are Trained to Close Sales ‘Inside the Store’; 
4,000 Employees Are Not Overlooked as Market 


PHILADELPHIA — Exemplary of 
the manner in which a department 
store can develop sales of electric re- 
frigerators without an outside, full- 
time selling force is the operation in 
electric refrigeration selling conducted 
by Lit Brothers store of this city. 

Lit Brothers appliance department 
employs many ingenious tricks to 
turn attention to its electric refrig- 
erators. For example, during’ the 
Spring and Summer enclosures tell- 
ing about the store’s refrigeration 
products are placed in statements and 
packages. 


Lit Brothers handles Electrolux, 
General Electric, Grunow, Kelvinator, 
Leonard, Norge, Stewart-Warner, and 
Westinghouse models. 

Principal factor in the Lit Broth- 
ers merchandising plan is the creation 
of an intelligent selling force. Sales- 
men are trained to give freely of their 
time to prospects, to give not less 
than a half hour even to prospects 
who seem only slightly interested. A 
checkup has shown that 90 per cent 
of all sales are closed on the floor, 
demonstrating the effectiveness of this 
salesman training. 


Salesmen Get 6 Per Cent 


The salesmen are paid a commis- 
sion which averages a little more 
than 6 per cent. 

The importance of location and lay- 
out has not been overlooked in the 
Lit Brothers refrigeration setup. The 
refrigeration section has been given 
a central position in the housefurnish- 
ing department. Overhead have been 
placed colored electric signs designat- 
ing the different makes of electric re- 
frigerators carried. 

These signs not only make for 
vividness and color, but they may be 
seen from any distant point in the 
surrounding area. 

In addition to this regular display, 
the refrigeration division has, during 
the main selling season, a display, 
and sales space on the main floor of 


the store, adjacent to the main ar- 
cade. 

A window display that is changed 
at least once a week is a permanent 
feature throughout the entire refrig- 
eration season. 

To stimulate sales periodically, Lit 
Brothers seeks the cooperation of the 
distributors of the various makes to 
offer “specials” during the period of 
the store’s big sales weeks. Such 
“specials”. are usually offered twice 
a year, once in the Spring and once 
in the Fall. 

Newspaper advertising on electric 
refrigeration is placed at least three 
times a week. All the copy is pre- 
pared by the store’s advertising de- 
partment, so that the electric refrig- 
erator advertising will fit in with the 
rest of the Lit Brothers copy. 


A plan which Lit Brothers has 
found to be quite successful is that 
of following up, or calling on cus- 
tomers who already have electric re- 
frigerators (by phone or personnal 
call) to find out whether they are 
satisfied. If they are satisfied, the 
salesman asks if they know of any- 
one who might be interested in elec- 
tric refrigeration. If they report that 
they are not satisfied, a service rep- 
resentative is dispatched to their 
home immediately. 


Distributors Install and Service 


Distributors of makes carried in the 
Lit Brothers stores do the handling, 
delivering, installing and _ servicing 
on jobs sold by the department store. 

The complete and intensive program 
which Lit Brothers outlined to cover 
the outside market has not caused 
the appliance department manage- 
ment to overlook the market which 
exists among the store’s 4,000 em- 
ployes. The store’s effort on selling 
its own employes is extended to em- 
ploye mass meetings, picnics, and 
store parties. Enclosures in salary 
envelopes have demonstrated them- 
selves to be productive of sales. 


Macy's, Handling Leonard Exclusively, 
Starts Outside Selling to Boost Volume 


NEW YORK CITY—Brand new 
development in the refrigeration sales 
activities of Macy’s department store 
here is its adoption of outside selling 
to place itself in more vigorous com- 
petition with other large outlets which 
do not depend entirely on floor sales 
for their volume. 

The store’s refrigerator selling staff 
of approximately 25 men will not be 
obliged to do door-to-door solicitation, 
but will make follow-up calls in an 
effort to close sales at prospects’ 
homes, or bring housewives to the 
store for further demonstration. 

Macy’s for more than two years has 
handled Leonard refrigerators exclu- 
sively, the account being held by E. 
B. Latham & Co., New York Leonard 
distributor. Previous to the start of 
its electric refrigeration merchandis- 
ing, the store handled Leonard ice 
boxes, and has sold a total of 125,000 
Leonard electrics and icers, according 
to Leslie B. Latham, vice president of 
the distributorship. 

Except for newspaper advertising, 
few promotions are used by the out- 
let on refrigeration, but the former 
medium is used considerably, with 
quite some stress being placed on 
the hookup of “the largest depart- 
ment store in the world and the oldest 
refrigerator concern in the world.” 

One reason Macy’s management 
feels a variety of promotions unneces- 
sary is that the store has a tremen- 
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dous floor traffic, estimated by Mr. 
Latham at 115,000 on a comparatively 
“small day,” and as high as 265,000 
on a day which is considered “especi- 
ally good.” 


Salesmen are paid on a salary-and- 
commission basis, and are said by 
the distributor to be of an extremely 
high type. They are chosen with 
great care, and receive extensive 
training in refrigeration selling by 
both the store and the distributor. 
This instruction comes not only at 
the beginning of their association 
with Macy’s, but continues through- 
out the year. 

It is the belief of Macy officials that 
while the handling of a single refrig- 
eration line has some drawbacks, the 
advantages accruing to the store 
more than compensate for them. 
Promotion is simplified, the reputation 
tie-up can be used effectively, and 
above all, salesmen can become expert 
at presenting the line. They can 
learn everything about it and their 
minds—and their prospects’ attention 
—aren’t diverted and garbled by other 
makes on the floor. 

The company maintains a large 
display of Leonards in its housewares 
department, and another in the base- 
ment. Mr. Latham says that while 
the store is most active in refrigera- 
tion selling from March to July, it 
puts more-than-average effort on the 
line in off seasons. 
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ELECTRIC REFRIGERATION NEWS, OCTOBER 3, 1934 


W CO.INC. 


ner ee a 


“ 


URSUANT to an order of the United States District Court, the 


Trustee in Bankruptcy of the Grigsby-Grunow Company, Inc., , UN ITED ST ATES 


offers for sale all of the machinery, equipment, inventory, good 


will, patents, trade marks and trade names of the Grigsby-Grunow Com- < DISTRICT COURT 


pany, Inc., as well as real estate and buildings used in the manufacture 


of MAJESTIC radios, tubes and refrigerators. 


bill 


— The machinery consists of the very finest makes of all types of omerorert 


metal working and wood working machinery, also a completely 
equipped tube plant, enameling plant and plating plant, all of 


which are in immediate operating condition. 


The inventory consists of made-up parts, parts in process and 
raw materials for radios, refrigerators and radio tubes. The 
Service Department on all three items has been kept intact. 


The good will consists of the name “MAJESTIC” as applied 
to radios, refrigerators and tubes, which name has been exten- 
sively advertised throughout the world, and which name is 
secured by copyrights in practically every country in the world. 
The good will, also includes many other names, trade names, 


patents and copyrights. 


The real estate consists of factory buildings which have a floor 
area of approximately 950,000 square feet, and are suitable 
for almost any type of manufacturing. 


The Trustee is authorized to sell at public or private sale, and is now 
prepared to receive offers for any part or parcels of the assets, which 


offer if satisfactory will be approved. 


Full opportunity will be given to prospective buyers to inspect the 
assets. Competent salesmen will be in attendance at the plant, 
5801 Dickens Avenue, Chicago, Illinois, at all times, and an 
early investigation of the property is solicited. 


REFRIGERATION SERVICE DEPARTMENT 


The Trustee, under order of the Court, has set up a Refrigeration 
Service Department, to maintain service and to sell service parts 
for refrigerators. This will maintain the name and prestige of 
“Majestic” before the public and be an asset of major importance 
to anyone buying the “good will” of the company. 


A complete catalog, listing the assets to be sold, 
has been prepared and will be available to any 
prospective buyer on request to Mr. Frank M. 
SERVICE PARTS FOR RADIOS McKey, Trustee in Bankruptcy, Grigsby-Gru- 
There is on hand a considerable quantity of service parts for now Company, Inc., 5801 Dickens Avenue, 
radios which are staple merchandise and are being sold to the Chicago, Illinois. 

users of the millions of Majestic radios now in service. 
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COMMERCIAL 
REFRIGERATION 


General Electric Devises New Form for 
Recording Commercial Sales 


CLEVELAND—Recently devised by 
the General Electric Co. is a new 
form sheet for “Equipment Specifica- 
tions, Cost and Installation Order” 
for use by G-E distributors and deal- 
ers in recording commercial refrig- 
eration equipment sales. 

According to W. E. Landmesser, 
manager of the commercial refrigera- 
tion department, the new form is de- 
signed primarily to furnish the dis- 
tributor or dealer with a true picture 
of his costs for a specific installation, 
in order that he may set his selling 
price at the proper level to make a 
decent profit rather than suffer a 

3 . 
our’ identical copies of the form 
are used for recording the details of 
each order, a white copy for the com- 
mercial department file, a yellow 
blank for purchasing and billing, a 
blue copy for the product department, 
and a pink sheet used as the master 
copy. 
~The number of the job, name of 
salesman, name, address and phone 
number of the purchaser, and the 
date of order appear at the top of 
the form. Following is space for 
quantity, model number, and descrip- 
tion of G-E equipment used, with col- 
umns being alloted for cost to the dis- 
tributor, selling price, delivery and 
installation costs, quoted price and 
gross. The same record is also set 


up for equipment of other manufac- 
turers used in the installation. 

Terms of sale including down pay- 
ment, monthly payments, list price 
and sales commission follow. The next 
section deals with costs of actual 
labor and delivery and installation, 
including freight and drayage, ma- 
terials, labor, plumbing, wiring and 
alterations. 

Next follows space for engineering 
data such as room temperature, total 
load, condensing temperature, con- 
densing unit capacity, average refrig- 
eration temperature and B.t.u.’s per 
hour for 14 hours. The last item on 
the front side of the sheet covers 
dates of approval for engineering, 
price quotation, credit, and equip- 
ment ordered. 

On the reverse side of the form are 
spaces for date of installation and 
approximate time required for the in- 
stallation together with the name of 
the man in charge, 

Below is a record for technical 
data covering details of one or more 
condensing units, the controls, and 
the chilling units. The lower part of 
the sheet leaves room for date the 
equipment was reported installed and 
operating satisfactorily. 

It is believed that the new form will 
materially assist distributors and 
dealers in determining their true 
costs. 


This Mexican creamery is equipped with Kelvinator refrigeration. At the left are two compressors and the 
control panel. At the right is a storage room, with two forced convection cooling units shown near the ceiling. 


Frigidaire Coolers Sold 
To N. Y. Hotels 


NEW YORK CITY—W. H. Barry 
of Frigidaire Corp.’s New York dis- 
trict commercial division has made a 
number of recent sales of beer and 
wine-cooling equipment to prominent 
wine-cooling equipment for installa- 
tion in prominent hotels and clubs 
in this city. 


Hotels now using Frigidaire equip- 
ment sold by Mr. Barry include the 
Prince George, New Yorker, Lexing- 
ton, Park Central, Gotham, and Gov- 
ernor Clinton. Among prominent clubs 
inthe city now using Frigidaire equip- 
ment to cool beverages are the Lied- 
erkrantz and New York Athletic Club. 


Equip Your 1935 Models 
with BRUNNER C 


BRUNNER DEPENDABILITY 
WILL BUILD VOLUME AND 
PROFITS FOR YOU 


Model S-95 
1/6 H.P. Compressor 


Model S-135 
1/6—1/4 H.P. Compressor 


Model T-330 
1/4—1/3—1/2 H.P. Compressor 


omy few can equal. 


Brunner, fastest growing name in 
the refrigeration industry, offers 
six dependable compressors to re- 
frigerator manufacturers, each de- 
signed for a particular installation 
- - - all capable of rendering the 
type of service that builds satisfac- 
tion and goodwill for your product. 
Before you decide on your 1935 
source of supply, it will pay you to 
investigate the Brunner line. A 
comparison of Brunner specifica- 
tions and construction should con- 
vince you, you can get no greater 
value for your money. 


Twenty-eight years of compressor 
building stand behind every Brun- 
ner unit, the result of which is per- 
formance none can excel at econ- 


In short, you 


pay no premium for Brunner 
dependability. Mail coupon at once 
for illustrated Brunner catalog. 


ompressors — 


Model T-650 
3/4—1 H.P. Compressor 


Model T-1250 
1—1 1/2 H.P. Compressor 


Rane, 28 
BRUNNER 


a OTICA MY. 


Model _ T-2000 


2—3 H.P. Compressor 


BRUNNER 


— Aame Built by 2B Yaurs os Service : 


SPREE 


BRUNNER MANUFACTURING CO. 
UTICA, N.Y., U. S. A. 


Send me your Refrigeration Catalog. 


Name 


Company 


Address 


Frick Co. Describes Refrigeration’s Uses 
In the Modern Winery 


WAYNESBORO, Pa. — Refrigera- 
tion’s part in wine making is de- 
scribed in a recent bulletin issued by 
the Frick Co. 


Briefly, the operation of a , winery in 
which refrigeration is applied is as 
follows: 

“The so-called new wine after fer- 
mentation is cooled to a temperature 
near to its freezing point. In this 
the separation of nitrogen compounds, 
which are the food of bacteria or 
fermentation, takes place. At the 
same time, the reduced temperature 
causes the precipitation of tartaric 
acid and tartrate of calcium, and. by 
the elimination of these compounds, 
gives the wine smoothness and mel- 
lowness hitherto acquired only 
through aging. 


Purpose of Storage Tanks 


“In order to completely separate 
the sediment, the wine is held in 
storage tanks in a refrigerated room 
at a temperature near its freezing 
point for a certain length of time, 
varying from 60 hours to five days, 
depending upon the grade of wine; 
heavy wines require longer storage 
periods than light wines. 

“It is in the storage room that the 
artificial aging of wine is effected by 
blowing sterilized air through it for 
certain periods of time, constantly 
diminishing the length of time the 
air is applied, and then allowing rest 
periods between each air application. 
Presumably, during the rest periods 
the sediment is separated from the 
wine, and the oxygen injected into it 
is enabled to complete the chemical 
action which is_ incident to _ its 
application. 


How Flavor Is Imported 


“The air changes part of the alcohol 
within the wine to ether, and by 
virtue of this action imparts to it the 
flavor of old wine. Usually air is 
admitted to the storage tank through 
a perforated circular pipe of stain- 
less steel which is located near the 
bottom. 

“After the wine has been artificially 
aged in the cold storage tanks, it is 
delivered to ordinary storages, usually 
held at room temperatures, and is 
sterilized before it is casked or bot- 
tled. It is our understanding that the 
process is continuous. In other words, 
wine which has been refrigerated is 
constantly being transferred to the 


ordinary storage and wine from the 
fermenters is constantly passing to 
the refrigerated storages. This fact 
indicates the application of heat ex- 
changers to transfer the heat from 
the warm wine to the cold wine on 
its way to the refrigerated storage. 


“It is, therefore, customary to pro- 
vide a heat exchanger, in which the 
new wine is cooled from a tempera- 
ture of perhaps 80° F., as it leaves 
the fermenter, to 45 or 50° F., before 
it passes to a double-pipe wine cooler, 
where its temperature is reduced to 
near its freezing point. Since the 
wine passes to the cold storage at the 
same temperature existing in the 
storage, it is necessary to provide 
only sufficient piping or cooling units 
within this room to overcome the 
heat leakage through walls, and other 
losses incident to the opening of 
doors, etc. 


Specific Heat and Gravity 


“The specific heat and_ specific 
gravity of wines depend, of course, 
upon their alcoholic content; however, 
for all practical purposes both the 
specific heat and specific gravity may 
be taken as one, 

“The freezing temperature of wine 
depends upon the _ percentage of 
alcohol per unit volume, varying from 
plus 27° F. for ordinary red wines, to 
approximately 14° F. for wines con- 
taining as much as 20.7 per cent 
alcohol by volume. In a flooded type 
direct-expansion wine cooler or in a 
heat exchanger the heat transfer, 
with a wine velocity of 150 ft. per 
minute, will probably be in the neigh- 
borhood of 120 B.t.u. and will drop 
to 100 B.t.u. per hour at a velocity 
of 100 ft. per minute, and to 62 B.t.u. 
per hour at a velocity of 50 ft. per 
minute. 


New Plant in Operation 


“A complete Frick plant for wine 
cooling has just been put into opera- 
tion by the Padre Vineyards, at 
Cucamonga, Calif. This comprises a 
10 by 10 machine, 16 in. by 18 ft. MS 
condenser, precooler-separator, trap, 
receiver and purger, a double-pipe 
wine cooler 12 pipes high by 20 ft. 
long, with stainless steel tubing for 
the inside pipe, and a wine heat ex- 
changer of the same construction, but 
having the outer pipe lined with 
stainless steel. Float valve control is 
employed.” 


Wineries - 


A New Market 


Since repeal new methods have been found to speed wine ageing processes 
by refrigeration. Installed in this plant are a large Frigidaire compressor 
and a modern wine cooler (shown at right in the picture). 
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COMMERCIAL 
REFRIGERATION 


Field Man 


LOUIS L. POPKY 


Popky to Represent 
Taylor Freezer 


BELOIT, Wis.—Louis L. Popky has 
been appointed eastern sales repre- 
sentative of the Taylor Freezer Corp., 
manufacturer of Taylor counter ice 
cream freezers, J. J. Tyndal, vice 
president, announced last week. 

Mr. Popky will make his headquar- 
ters at Wilkes-Barre, Pa. 

As a former distributor of Taylor 
freezers since 1926, Mr. Popky has 
had a wide experience in this field. 
He is a graduate of Pennsylvania 
State College. 


Lexington Store Fitted 
By Cruse and G-E 


LEXINGTON, Ky.—Cruse Refriger- 
ator Co. display cases and commercial 
cabinets and General Electric com- 
mercial refrigerating equipment have 
been installed in the new Spic-n-Span 
market here. The general market 
handles a complete line of foodstuffs, 
and has several novel features, chief 
of which is a garage under the store 
in which customers can park their 
car. 

Equipment installed consisted of 
two 12-ft. meat display cases, one 6-ft. 
three-shelf delicatessen display case, 
and a walk-in cooler. 

Overhead coils were used in the dis- 
play cases and a General Electric 
“conditioned-air” unit in the walk-in 
cooler. 


NRA Ice Price Order for 
New Orleans Revised 


WASHINGTON, D. C.—The Nation- 
al Recovery Administration recently 
announced revision of its order of 
August 8 which declared an emergen- 
cy and established minimum prices 
for ice in Orleans, Jefferson, and 
Saint Bernard Parishes of Louisiana. 


As amended, the schedule of mini- 
mum prices is as follows: 

Wholesale—$3.60 per ton at plat- 
form in quantities of 600 lbs. or more 
at one transaction, $5.60 per ton at 
platform in quantities of less than 
600 lIbs.; heavy commercial—$3.60 per 
ton at manufacturer’s platform, $5 
per ton delivered; light commercial--- 
$5.60 per ton at manufacturer’s plat- 
form, $7 per ton delivered; domestic—- 
36¢ per hundred Ibs. at manufactur- 
er’s platform, 40¢ per hundred Ibs. 
delivered. 


Petrogas Drives & 
Cools Meat Truck 


(Concluded from Page 1, Colwmn 1) 

then passes through the diaphragm 
regulating valves “E” and “F’” where, 
in two stages, the pressure is reduced 
to atmospheric. The dry gas then 
passes to the McCord mixing valve 
and thence directly to the intake 
manifold. 

“Considered as a fuel alone,” Mr. 
Tinkham claims “it is economical 
since it is marketed at approximately 
the same price, on a _ performance 
basis, as regular gasoline. It is fur- 
ther economical in that its use re- 
sults in the total elimination of crank- 
case lubricating oil dilution, thus ef- 
fecting a saving of approximately 50 
per cent in oil costs. 


Even Distribution Assured 
“Being a dry and homogeneous sas 
when it enters the manifold, even dis- 
tribution to each cylinder is assured 
and the hot spot can be dispensed 
with, thereby permitting a less ex- 
panded charge of gas to be drawn 
into the cylinders than in the case of 
a gasoline-air mixture. As this fuel 
has a final boiling point of 40° below 
zero Fahrenheit, and becomes a dry 
gas at higher temperatures, motor 
starting is never dependent upon a 
change in mixture, and is, in fact, 
easier than with the highest test 

gasoline,” Mr. Tinkham declares. 
“Having a high octane rating, it 
can be used advantageously on high 
compression motors. Even with motors 
of ordinary compression, however, 
high efficiency is obtainable through 
its almost perfect combustion. This, in 
turn, is a decided factor in reducing 
maintenance costs, as it is now known 
that the wear on cylinder walls and 
on valves is less due to abrasion than 
to chemical deterioration of the metal 

caused by incomplete combustion. 


Refrigeration Capacity 

“It should be noted in connection 
with this system that the amount of 
refrigeration which is created is in 
direct proportion to the quantity of 
fuel consumed by the motor and is 
equivalent to 180 to 185 B.t.u.’s per 
pound of fuel. 

“On runs where the motor is under 
load or partial load for the greater 
part of the time, an excess of re- 
frigeration may be _ produced, but 
such excess may be controlled therm- 
ostatically in a simple manner. 


Performance Record 

“On runs where many stops are 
made, where the doors of the refrig- 
erator compartments are opened a 
number of times, and where the motor 
is idle for long periods, the refriger- 
ation is still adequate,” Mr. Tinkham 
states, “as will be seen from the fo!. 
lowing performance chart of the 
Lowenstein truck on June 4, 1934:” 

Truck left Wayne, 11:00 a. m. 

Truck returned warehouse, 6:00 p. 
m. 
Elapsed time, 410 minutes. 
Engine idle, 130 minutes or 31 per 
cent. 

Engine under load, 280 minutes or 
69 per cent. 

Number of stops made, 16. 

Miles traveled, 120. 

Load carried, 5,261 Ibs. 

Hourly Temperatures 


frig. 
Time U.S. Report! Body 
pe FS Seererrrrs 85° 48° 
BBSGD MOGM ccccsccoes 90° 42° 
Co SS Serre 91° 44° 
i Sa See 92° 46° 
Ue A eee 94° 46° 
Serres 94° 46° 
See O. Wk csccscosess 93° 42°2 
CIGD DM. Me cocciceves 89° 44° 


1These reports were taken from the 
top of the Majestic Building in Detroit, 
and the figures are believed to be from 
7° to 10° lower than the temperature at 
the street level. 

°*Truck empty at this point. 


How One Gas Cools & Drives a Truck 
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c = SPRAY «Oke 
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F = es seeucaroe mauve 

G = occas aie? Ob CABRERETOR 


Cut-away showing operation of McCord’s refrigerated truck which uses 

Petrogas to refrigerate and then to drive the truck. A, fuel tanks. B, heat 

exchanger. C, expansion valve. D, evaporator. E, first regulating valve. 
F, second regulating valve. G, mixing valve or carburetor. 
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| - ZZ 
COMMERCIAL CABINETS [| i 
By 


= be — = 
~_ ‘= i=s With a_ background of over 30 
= eT years service to the world’s most 


discriminating users of Refrigeration, 
Commercial Cabinets by Seeger are 
the accepted Standard of the Industry. 


Commercial Cabinets by Seeger are 
built with the knowledge of the 
requirements and_ specifications, of 
successful merchants in Grocery Store 
and Meat Market trades. 


Commercial Cabinets by Seeger have 


been consistently used in the finest 
Hotels, 
where the 


Restaurants and 


best food 


Hospitals, 
Clubs, 


requirement. 


is a 


A large and varied line of Commercial 


Cabinets by Seeger is offered—with 
Cabinets to fill the requirements of 


the ordinary installation. For unusual 


requirements, the Seeger “Made to 
Order” Department may be called on 
for plans and specifications. 


fam Commercial Cabinets by Seeger are 
‘ omy sold through Dealers and Distributors 
: - of Electrical Refrigeration. 
pace 
For complete details write to the 


SEEGER REFRIGERATOR COMPANY 
SAINT PAUL, MINNESOTA 


New York, N. Y. Los Angeles, Calif. 

Boston, Mass. Philadelphia, Pa. 

San Francisco, Calif. Buffalo, N. Y. 
Chicago, Ill. 
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Proved Methods 


EPARTMENT STORES are no_ longer 
D regarded with fear by the electric refrig- 
eration industry. Today they are regarded with 
respect. Instead of being the uwpsetter of electric 
refrigeration merchandising technique, the de- 
partment store has become the pace-setter. 
From the moving of cut-price “jillopy” refriger- 
ators by catch-as-catch-can methods, department 
stores have progressed to the setting up of 
special refrigeration divisions, with expert 
supervisors, trained salesmen, and definite pro- 
motion programs of highly constructive nature. 
And the result has been that department stores 
have “arrived” as a major merchandising force 
in the electric refrigeration business. 

Advance estimates as to the proportion of 
this year’s total sales which will be made by 
department stores run roughly from one-fifth 
to one-third. : 


Taught By Manufacturers 


It should be noted, however, that department 
stores should not take all the credit for their 
excellent record in selling refrigerators last year 
and this. One of the reasons why they have 
done so well is that manufacturers have shown 
them how. The principles of specialty selling 
are basically opposed to fundamental department 
store merchandising theory. Their introduction 
into department stores was at first fought 
bitterly. Most department stores have now come 
to specialty selling, however, as the only logical 
answer to the problem of moving electrical 
appliances in profitable volume. 


“From years of experience,” declares D. F. 
Kelly, president of The Fair store in Chicago and 
past president of the National Retail Dry Goods 
Association, “I have gained the firm opinion that 
electric refrigeration is not just another item 
that can be sold by ‘over-the-counter’ methods. 
Naturally, the department stores that have been 
most successful in the sale of electric refrigera- 
tors have been those that have organized 
properly to sell them. 


Relatively Easy to Adopt 


“Furthermore, any department store can 
increase its volume of electric refrigeration sales 
by having a specialty selling organization on this 
type of merchandise. I might add that it is 
relatively easy to adopt such specialty selling 
methods once the proper organization is made 
to tie up with the store’s general sales activities. 
Stores should solicit the advice and cooperation 
of appliance manufacturers when organizing a 
department for the sale of electric appliances.” 


Charles T. Lawson, who until his promotion 
to the household sales managership of Frigidaire 
was the manager of that concern’s department 
store division, produces the following figures on 
his 1933 business: 


Of the total number of department stores 
handling the Frigidaire line, 44 per cent em- 
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ployed specialty selling methods. Three stores 
averaged $40,000 worth of Frigidaire sales each 
In sharp contrast, the other 
department stores selling Frigidaire (56 per 
cent of the total), which do not employ specialty 
selling methods, averaged but $6,500 in Frigid- 
aire sales during 1933. 

Summarized, those department stores which 
used specialty selling methods sold more than 
six times as many Frigidaires in 1933 as those 
which did not! That seems like sound proof to 
Mr. Lawson—as it should to ’most anybody— 
that specialty selling pays in department stores. 


High Volume Figures Cited 


Possibilities of high volume in electric refrig- 
eration by department stores using specialty 
methods are reported by Mr. Lawson as follows 
(these are 1933 figures; 1934 will show much 
higher returns) : 

One store in a city of about two and a half 
million population did a volume of $174,000. 
Another store did a Frigidaire volume of 
$110,000. 

A store in a city of more than 3,300,000 
population did a Frigidaire volume of more 
than $107,000. 

A store in a city of more than 750,000 
population did a Frigidaire volume of $132,000. 

A store in a city of more than 650,000 
population did a Frigidaire volume of $106,000. 

A store in a city of more than 450,000 
population did a Frigidaire volume of $153,000. 

A store in a city of 50,000 population did a 
Frigidaire volume of more than $34,000. 

It should be noted that these figures repre- 
sent only Frigidaire sales. Nearly all department 
stores work on a multiple franchise basis; i.e., 
they handle several different makes of refrig- 
erators. Hence, even though Frigidaire leads in 
the stores considered in Mr. Lawson’s report, it 
should be remember that the total electric 
refrigeration volume of these stores is probably 
considerably higher than the figures quoted 
above. 


Specialty Selling the Accepted Method 


No longer is it a matter of argument whether 
or not department stores have a place in the 
electric refrigeration picture. They seemed to 
have proved that conclusively. It is not a matter 
of conjecture whether or not department stores 
can make money selling electric refrigerators. 
That has also been proved to the entire satisfac- 
tion of a large number of leading manufacturers. 
Nor is the question of whether or not it pays a 
department store to adopt specialty selling 
methods for electric refrigerators open to serious 
debate. About the only questions remaining in 
the minds of hesitant buyers and department 
managers are: “What constitutes good specialty 
selling technique?” and “How can I adapt this 
technique to my particular store?” 


It is in the hope of providing material for 
answering these questions that much of the 
editorial material in this issue of ELECTRIC 
REFRIGERATION NEWS was conceived and de- 
veloped. In it may be found the methods and 
formulas of some of the leading department 
store merchandisers in the nation. Their obser- 
vations are written in the light of practical 
experience. Publication of this material, it is 
hoped, will be a valuable contribution to the 
thinking of department store executives. 


WHAT OTHERS SAY 


Gang-Up 


AY by day TVA sends out reports on its power 

developments, its sales promotion of low priced 
electric appliances, its show rooms, low cost financing, etc. 
Last month its rotogravure paper, a promotion piece, 
was sent out to all prospective customers for appliances 
in the whole TVA community. 

Meantime a storm is brewing. In United States 
Weekly, The Wall Street Journal, Journal of Commerce, 
in the publicity from the National Retail Dry Goods 
Association, in a booklet from the National Coal Associa- 
tion, in increasingly numerous editorials and speeches by 
anti-New Dealers TVA is a cynosure for attack. 

Sample barrage from United States Weekly: 

Federal funds are used to intimidate private 
power companies and force them out of business... 
Stockholders take heavy losses ... Is this the “yard- 
stick” for the confiscation of a 14 billion dollar 
industry ?7—Tide. 


Potter Disappointed 
Landsheft & Bonning, Inc. 
810 Liberty Bank Bldg., Buffalo 
Sept. 28, 1934. 
Editor: 

I can’t tell you how disappointed 
we were in the article on Potter 
interiors in the Sept. 19 issue of your 
publication. 

As a matter of fact, in the light of 
the information which the article 
contained on the new line, we feel 
that the photographic reproductions 
were a direct misrepresentation of the 
refrigerator of this year. As you no 
doubt noticed, the article laid particu- 
lar stress on the porcelain enamel 
shelves and it was for that reason 
that we took special photographs to 
illustrate this feature. Had we had 
the slightest idea that for economy’s 
sake or for any other reason, you 
would not have used them, we would 
have preferred to use no photographs 
at all. 

Undoubtedly your intentions were 
the best in the world, but we feel 
that you did the Potter proposition a 
real injustice. 

J. C. BONNING, 
Vice president. 


You Have the W rong Party 


McGraw-Hill Publishing Co., Inc. 

330 West 42nd St., New York, N. Y. 
Sept. 27, 1934. 
Publisher: 

The other day while waiting in a 
business office to see a man (not 
about a dog) I picked up a copy of 
the November “Blue Book.” Imagine 
my surprise to find the story called 
“Weird House,” by Francis M. Cock- 
rell. If you are the author, my con- 
gratulations. I’ve always said that 
people in the publishing business need 
at least one hobby or avocation to 
keep them sane. 

ARTHUR P. HIROSE, 
Manager, Sales Promotion and 
Market Analysis Department, 

Electrical and Radio Publications. 

Answer: As previously noted in this 
paper, Francis M. Cockrell the fiction 
writer and Francis M. Cockrell the 
publisher of ELectTric REFRIGERATION 
NEwsS are not the same man—although 
they may be distantly related. The 
author of “Weird House” is a young 
man, still in his twenties, who has 
distinguished himself as scenarist for 
the Metro-Goldwyn-Mayer motion pic- 
ture studios and as a contributor to 
a number of popular magazines. 


Refrigeration History 
Alexandria, La. 
Editor: 

I am wondering if you have, in 
your statistics file, full data regard- 
ing the beginning of electric refrig- 
eration, the advent of gas refrigera- 
tion and its change to air-cooled in- 
stead of water-cooled units and also 
the approximate number of these elec- 
tric and gas units sold during the 
various years since they came out. I 
am preparing a paper in connection 
with this and I would like very much 
to have this information if you can 
obtain it without too much trouble. 

I was very much surprised this 
morning to find that none of us knew 
when electric refrigeration started or 
didn’t even have a good approximate 
idea. 

FRANK C. LANDERS, 
Trustee. 

Answer: It is difficult to assign a 
date for “the beginning of electric 
refrigeration,” for that could mean 
so very many different things—the 
date of the invention of the first re- 
frigerating machine powered by elec- 
tricity, the date of the invention of 
the first household refrigerator pow- 
ered by electricity, the date of the 
first household electric refrigerator 
to come off the production line, the 
date of the founding of the first suc- 
cessful manufacturer of household 
electric refrigerators, etc. Even were 
you to settle on one of these points, 
there would be considerable dispute 
as to which company and which man 
really was the “first” in the field. 

All of the known available informa- 
tion on the corporate history of 
early manufacturers of electric re- 
frigerators is contained in the Sept. 
5, 1934 issue of ELectric REFRIGERA- 
TION NEws, a copy of which will be 
mailed to you for 10 cents. 

All of the known available statis- 
tics on sales of the various classifica- 
tions of electric refrigerating equip- 
ment are contained in the 1934 Re- 


FRIGERATION DIRECTORY AND MARKET DATA. 


Book, a copy of which will be mailed 
to you for $3.00. 


Honeymoon Extra 


Putnam, Conn. 
Editor: 

Enjoying every bit of the News, 
couldn’t ever go without it—even on 
my honeymoon—it’s playing an im- 
portant part. 

I remain your subscriber one hun- 
dred per cent. 

CamMit Du FAUvLT. 


Wish We Could 


California Refrigerator Co. 
1077 Mission Street 
San Francisco, Calif. 
Sept. 26, 1934. 
Editor: 

Come on out here and get ac- 
quainted. We will call in all the 
distributors, and give you a fine big 
luncheon. You will like California 
and San Francisco and our people. 

CLARENCE F. “SANDY” PRATT. 
President. 

Answer: Invite us again in mid- 

winter. 


The Empty Chair 

Westinghouse Electric & Mfg. Co. 
200 East Fifth St., Mansfield, Ohio 
Editor: 

What in the world has happened to 
that personal column of yours? The 
paper without it is sort of like an 
empty chair at the family dinner 
table. 

I like the new type treatment of 
your sheet—but where’s that personal 
column? 

J. G. Barb, 

Merchandise Sales Promotion Mgr. 

Answer: See page 20 of this issue. 


And Frank Wolf 


Frank W. Wolf 
779 Main St., Buffalo, N. Y. 
Editor: 

At our Cleveland Convention I got 
to talking about our disappointment 
through the absence of the “Bull 
Column,” and that this organization 
profited greatly from these personal 
items and happenings. 

I now find so many others of the 
same opinion that I must ask you to 
add our suggestion to others you re- 
cently printed that this page be con- 
tinued. We shall be glad to con- 
tribute toward it. 

With kindest personal regards, and 
always glad to see you. 

FRANK W. WOLF. 


Helpful in Selling 


1524 K St., N. W. 
Washington, D. C. 


Editor: 

Please send me your paper, ELEc- 
TRIC REFRIGERATION NEwS, for one year. 
I find it very helpful in my selling. 
Up to now I have had to borrow my 
friend’s paper. 

Enclosed you will find a check for 
the subscription. 


H. A. SCHAAR. 
Answer: If all the readers of°* 
ELectTRIC REFRIGERATION NEWS who 


borrow the paper rather than sub- 
scribe for it were laid end-to-end, they 
could probably pass one copy half 
way around the world. 


Free to Uncle Sam? 

Federal Emergency Administration 
of Public Works 
Washington, D. C. 


Editor: 

We are advised that you publish a 
Refrigerator Directory which gives 
full information and specifications on 
the various type of refrigerators. If 
this book is for free distribution, we 
would thank you to mail it to us, and 
enclose herewith self-addressed Gov- 
ernment label for your convenience 
and economy in complying with our 
request. 

C. M. McDonouGuH, 
Director of Engineering 
For the Administrator. 

Answer: Yes sir, it gives full infor- 
mation and specifications, but it isn’t 
free. The price is $3.00 per copy. 
There was a time when we considered 
it sort of a privilege to give “Uncle 
Sam” any information he might want, 
without charge. Recent experiences 
with the tax collectors, the bank 
examiners, and others have given us 
a different feeling. We’re not mad at 
the old man but we don’t feel very 
happy about the way he does business 
these days. 

It is our impression that a great 
many loyal citizens have suffered a 
shock in recent months as a result of 
certain manifestations of sharp prac- 
tice on the part of the government. 
It is one of the saddest phases of the 
“New Deal.” 


Dollars ond Conte 


Allied Manufacturers, Ltd. 

538 Howard St., San Francisco 
Editor: 

We look forward to receiving the 
ELectric REFRIGERATION NEWs' with 
more interest than any trade publica- 
tion which comes into our office—have 
never yet perused one of the issues 
that I did not find out something of 
real value which we were able to 
convert into dollars and cents. 

R. F. WHITEHURST. 


Real and Valuable 


Electric Invisible Kitchen 

1487 Merchandise Mart, Chicago 
Editor: 

Permit us to tell you that there is 
no magazine or paper that comes to 
our desk more welcome than ELECTRIC 
REFRIGERATION News. It certainly con- 
tains real news of the industry and is 
full of valuable information. In short. 
we like it. 


Epw. J. RIepy, 
President. 
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DEPARTMENT STORES 


Kansas City Store Boosts Sales by 
Spotlighting One Line at a Time 


Jones Store Coordinates Efforts with Factory Promotion; 
Storewide Contest for All Employes Brings in Names 


By G. E. Stedman 


KANSAS CITY—By putting the 
spotlight on electrical appliances early 
in the spring and by concentrating on 
a single line of refrigerators at various 
times during the selling season, the 
Jones Store, a Kansas City depart- 
ment store, increased its electric re- 
frigeration business over 400 percent 
for the first six months of 1934, as 
compared with the same period a year 
ago. 

The Jones store opened its elec- 
trical department on the first floor 
of the store early in March, using 
large and commanding space. This 
section of the first floor was called the 
“Blectrical Progress Section” rather 
than merely “the electrical depart- 
ment.” The first floor space made 
possible evening demonstrations and 
receptions. 

During March, a two weeks’ Elec- 
trical Show, drawing attention to 
the various major electrical appli- 
ances, was put on by the store. Dur- 
ing this time it was estimated that 
more than 20,000 people visited the 
Electrical Progress Section. 

Thirty specially trained electric re- 
frigeration salesmen, who alternated 
every third day on the floor, were 
employed by the Jones Store during 
the Spring and Summer seasons. 
These salesmen were trained by rep- 
resentatives of various manufactur- 
ers on the technical and general 
sales points of the different makes. 

The Norge line of household elec- 
tric refrigerators was actively pushed 
(sometimes by the entire store or- 


ganization) on numerous occasions. 
The management took advantage of 
every Norge “special” that the fac- 
tory had to offer by featuring Norge 
models in a number of window dis- 
plays and by storewide contests in 
which employes were given a one 
per cent commission for turning in 
Norge prospects who were later con- 
verted into buyers. 

During the period of these store- 
wide contests, “shoppers” in the em- 
ploy of the Jones store were sent 
around to award the one per cent 
commissions to salespeople who had 
won them, thus encouraging other 
salespeople to submit names of pros- 
pects. 

The Jones store entered every sales 
contest that was held by the Norge 
Corp. or its Kansas City distributor. 

Once every month, the Jones elec- 
tric refrigeration salesmen met in a 
combined “business and social” meet- 
ing with officials of the Norge dis- 
tributorship, to go over the sales and 
engineering points of the Norge line. 

During the heat wave, the Jones 
Store pulled an out-of-the-store-stunt 
which threw the spotlight on Norge. 
A Norge model was placed out in 
front of the store on one of the best 
traffic corners of the city. The unit was 
kept running day and night, freezing 
ice cubes in a blistering tempera- 
ture of 116° F. 

In two consecutive days during the 
height of the season, 68 Norge re- 
frigerators were sold at an average 
retail price of $160. 


The Jones Store salesmen are re- 
quired to make a certain number of 
calls per day, and in case reports are 
not made on the stipulated number 
of calls, the salesman failing to make 
the report has to forfeit a certain 
amount of floor duty. 


A crew manager holds meetings 
for the salesmen every morning for 
a half hour before the store opens, 
going into detail on all reports, new 
sales ideas, and contests. 


In addition to the opening week ac- 
tivities, other special promotional ef- 
fort has been carried out in the form 
of a one-week sales drive the first of 
June, a mid-summer campaign in 
August, and special demonstrations 
by home economists. The storewide 
contests, mentioned previously, were 
employed during these campaigns. 


A complete line of each make car- 
ried by the Jones Store is on display 
at all times, each model being price 
tagged. This type of display together 
with the first floor location of the 
store offers shoppers an opportunity 
to make a quick inspection and com- 
parison of the various models offered. 


Kelvinator Department 
Store Sales Gain 261% 


DETROIT—Sales of Kelvinator re- 
frigerators through major retail 
stores were 261 per cent greater for 
the first three quarters of its current 
fiscal year than during the _ cor- 
responding 1932-33 period, V. J. Mc- 
Intyre, manager of the department 
store division of Kelvinator Corp., 
stated last week. 

“This gain in sales accompanied a 
177 per cent increase in the number 
of major retail accounts,” Mr. McIn- 
tyre states, “and reflects the growing 
importance of department stores, 
furniture houses, outfitting companies, 
and music concerns in the marketing 
of the Kelvinator line.” 

Practically all the company’s major 
retail outlets employ Kelvinator’s 
Meter-Ator selling plan, Mr. McIntyre 
said. 


New Orleans Store Holds to Old 


Policies in Selling Refrigerators 


D. H. Holmes Co. Uses Meter Plan Successfully By 
Adherence to Strict Credit Rating Standard 


By George Lehleitner 


NEW ORLEANS—An electrical ap- 
pliance selling operation that is “dif- 
ferent” as department store opera- 
tions go is that of D. H. Holmes Co., 
Lt. of this city. No bargain sales 
of refrigerators are indulged in, the 
store having repeatedly passed up 
opportunities to purchase lots of ob- 
solete and discontinued merchandise 
that might have been placed on sale 
at bargain prices. 


All sales and promotional activities 
on electric refrigeration have been 
confined to the three standard makes 
carried—Norge, Kelvinator, and Leon- 
ard. 


During its more than 90 years of 
merchandising the store has shaped 
its policies in keeping with its famil- 
iar motto “New Orleans’ Quality De- 
partment Store.” For example, a hard 
and fast rule of the store has been 
“No Home Demonstrations” in order 
that each prospect may be assured 
that his refrigerator, when purchased 
from the Holmes store, is fresh from 
the crate. 

Strict adherence to this policy has 
likewise caused the management to 
frown upon use of the meter plan as 
“bait” advertising. Meters are used, 
but in no instance is the meter- 
minded purchaser prevailed upon to 
buy on the conventional instalment 
plan basis (although this medium of 
purchase is, of course, available). 

Says Jas. G. Aldige, manager of 
Holmes’ electric appliance depart- 
ment, relative to the meter plan: 

“Our experience with meters has 
been a very happy one; to a large ex- 
tent our record of more than 400 per 
cent increase in electric refrigeration 


sales to date this year, over the same 
pericd of 1933, is due to the fact that 
this year, for the first time, found us 
using the meter plan. 


“The key to the satisfactory opera- 
tion of the meter plan lies in the 
use of good judgment by the credit 
department, who should reject not 
only the poor risks but every doubt- 
ful one as well.” 

Principal advertising medium used 
by the store: is the newspapers, sup- 
plemented by radio broadcasts and 
store window displays. A complete 
floor display of refrigerators is main- 
tained very near to the main battery 
of elevators. 

Eight salespeople are employed on 
refrigeration selling.They take floor 
turns every fourth day. Floor leads 
alone are not relied upon, as in ad- 
dition to a vigorous “use-the-user” 
program, each salesperson is_ fre- 
quently supplied with lists of paid 
out and active acounts- from the 
store’s general ledger; these leads 
have returned a large number of 
sales. 

Mr. Aldige, manager of the depart- 
ment, is an “oldtimer” in the specialty 
selling game, his experience dating 
back to the days when talking ma- 
chines accounted for the principal 
part of the store’s sales volume. 

Although 1934 is his first year of 
contact with the Norge line he has 
already earned the rank of “Viking 
Chieftan,” the highest possible honor 
that can be achieved by any Norge 
retail manager. 

Sales in the Holmes store since 
April this year have totaled 402 re- 
frigerators. 


QUIET 


— because of 


VULCANIZED RUBBER 
CRADLE MOUNTING @ 


The owner of an electric refrigerator or air conditioner doesn’t 
want to “put up” with noises and vibration from the electric 
motor—and he doesn’t have to—when that motor is a Delco. 
For in Delco motors, quietness is assured by a special Vulcan- 
ized Rubber Cradle Mounting. The rubber is vulcanized to two ° 
plates, one attached to the motor and one to the mounting 
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bracket. These two plates hold the rubber permanenfly in 


LCO PRODUCTS CORPORATIO 
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place, yet permit it to absorb all vibrational noises. Manufac- 
turers know that owners appreciate the quietness which this 
feature provides. They know that they can always count on 
the quiet operation of Delco motors—just as surely as they can 
rely on Delco’s all-round dependability and long life. As a 
result, they are turning to Delco more and more when engi- 


neering electric motors into refrigerators and air conditioners. 
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DEPARTMENT STORES 


Appliance Selling Takes Special 
Knowledge, Flint Store Finds 


Smith-Bridgman ‘Flopped’ in First Attempt but 
Resale Operation Is Now Successful 


By Elston D. Herron 


FLINT, Mich.—How the oldest and 
largest department store in this city 
flopped completely at appliance sell- 
ing, then turned its electrical depart- 
ment into a profit-maker by putting 
it on a resale basis is the story told 
by executives of Smith-Bridgman & 
Co. here. 

It was in 1930 that the organiza- 
tion’s management decided to start 
handling electrical merchandise. It 
took on washers, and did reasonably 
well with them. It added another 
product or two, and got results not 
altogether unsatisfactory. Then came 
refrigerators, and in them the store 
met its Waterloo. 

Then and there its head men made 
a merchandising diagnosis and came 
very rapidly to the conclusion that, 
frankly, sales were poor because no 
one in the place knew how to sell 
the merchandise. 


Lacked Specialty Talent 


“We couldn’t hit the ball,” relates 
the store’s President G. P. Jackson, 
“because we didn’t have any special- 
ty sales talent or experience. So we 
decided to get some right away—and 
from a company that could afford to 
have nothing but good talent. 


“So we took on a General Electric 
resale operation in January of 1933. 
We let Caswell, Inc., Detroit G-E dis- 
tributor, place under our roof some 
men who had a type of selling ex- 
perience it would have taken us years 
longer to acquire. 

“Today our appliance department, 
from a profit standpoint, compares 
favorably with our average good de- 
partment, and we have found fur- 
thermore that appliances are excel- 
lent products to carry because they 
help our store build a reputation for 
offering a complete line of merchan- 
dise.” 


Strict Credit Policy 


Thomas Pitkethely, Smith-Bridg- 
man’s comptroller is much interested 
in the doings of the appliance depart- 
ment because his is the task of ap- 
proving or disapproving credit of the 
store’s time-payment appliance buy- 
ers. (In the resale arrangement, the 
department store carries all time 
paper and makes collections.) 

“We have found that the number 
of appliance repossessions we are 
obliged to make is in direct propor- 
tion to the care we take in okaying 
credit risks,” he says. For a time, the 
appliance sales volume may not be so 
large as it might be if we were less 
strict in approving credit, but the 
number of appliances which stay sold 
is larger ultimately. We will not take 
less than 10 per cent as a down pay- 


ment on an appliance except in rare 
instances.” 

Mr. Jackson comments on_ the 
store’s credit-approval policies in this 
wise: “We are just as much con- 
cerned with the welfare of the ap- 
ptiance department as if it were our 
very own. Our reputation is at stake, 
because it operates under our name, 
and we would rather cause some ill 
will by rejecting credit of some cus- 
tomers than by yanking merchandise 
out of homes after it has been in- 
stalled.” 


Appliances in Annex 

The store’s appliance department 
was originally located on the fifth 
floor, but since it became a G-E re- 
sale operation, it has been moved in- 
to a separate shop at the side of the 
store’s main entrance. Manager Nel- 
son McIntyre believes that while such 
a location may not be so good as one 
on the store’s first or second floor, 
it is much better than any quarters 
above the second floor. 

One advantage of the annex shop 
is that it can be kept open evenings, 
whereas it could not if it were in 
the department store proper. The 
shop is open every night during 
March,-.April, May, June, and Decem- 
ber—the heaviest sales months—and 
during October, November, January, 
and February it is open two nights 
a week for schools on sales plans and 
new products to be used during the 
coming season. 


Limits Size of Staff 

One of the creeds to which Mr. Mc- 
Intyre clings most closely in his man- 
agerial capacity is that use of too 
many salesmen makes an organiza- 
tion inefficient and unwieldy, so he 
has eight men working now, and goes 
up to 10 or 12 during peak seasons. 

“T never overload my staff. I prefer 
to keep few enough men that each of 
them can make a good living, and 
I’ve found that it pays in reduction 
of turnover rate. Every one of the 
eight men I now have has been here 
two years or more,” says he. 

The salesmen are rotated in such 
a way that each has one-half day of 
floor duty, then two days outside the 
store. The outside work is mostly 
follow-up calls on walk-in prospects, 
and visits to users. No cold canvass 
work is required. A man need not 
be an experienced salesman to get a 
job with this operation, but whether 
he has experience or no, he is not 
awarded floor duty until he has 
served the company four months. 


Straight Commissions 


“Our men are paid on a straight 
commission basis,” the manager 
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REFRIGERANTS 


The service man is a good judge of quality 
in a refrigerant. That is why service men 
choose Ansul Ey They know they 
can rely upon them to iw: complete 
refrigeration satisfaction. 


states. “That is the best way to pay 
salesmen, but in my judgment we 
should go further and hold a part of 
their peak-season commissions, then 
ration it out to them during the dull 
months. Of course, as our appliance 
line is broadened, there is less neces- 
sity for this rationing, because there 
is something which sells reasonably 
well in any season.” 


The 72-year-old Smith-Bridgman 
company always has its advertising on 
page 3 of the local papers, and in or 
beside this advertising is that of the 
appliance store. Windows of the shop 
invariably carry appliance displays, 
but no spot exhibits are made in the 
department store itself. 

A General Electric kitchen was in- 
stalled on the store’s fifth floor when 
the appliance section was there, but 
has been almost worthless as a pro- 
motion since the appliance display 
was moved to the annex. Now the 
kitchen is being moved to the annex 
also, where display tie-up can be 
made during the _ store’s quarterly 
cooking schools, each of which com- 
prises a week’s daily sessions. In the 
past, the schools have attracted an 
average daily attendance of 108, ac- 
cording to the manager. 


Radio Found Good 


Radio advertising was tested by the 
appliance shop this year, and found 
to be quite effective. The quality 
theme is most commonly used in both 
newspaper and radio copy, price 
hooks being employed only during 
sales, special offers, etc. 

Generally speaking, the shop doesn’t 
try many promotional stunts, for Mr. 
McIntyre believes it isn’t necessary to 
spend money on novel traffic-pulling 
schemes when the store is located in 
the heart of the downtown section, 
has good window space, and draws 
a good traffic anyway. 

The operation dabbled in meter sell- 
ing this year, but closed very few 
meter sales, and made little effort 
to get business of that type. Execu- 
tives explain that theirs is a conserva- 
tive management, and it was felt that 
meter selling is “going too far out 
on a limb.” 


Syracuse Store Finds 
Resale Operation 
Boosts Sales 


SYRACUSE, N. Y.—A comparison 
of the operation of the electrical 
appliance department of the Dey 
Brothers & Co., local department 
store, under the direct management 
of the store and on a resale basis 
shows the latter plan to be more sat- 
isfactory, officials of the store have 
declared. 

In February, 1933, Dey Brothers 
made arrangements with the Gould- 
Farmer Co., Syracuse G-E distributor, 
to operate its electrical appliance de- 
partment on a resale basis. The de- 
partment, which is located on the 
main floor, handles G-E major ap- 
pliances. A complete line of electrical 
goods is carried and customers may 
purchase anything electrical from a 
wall plug to a complete G-E kitchen. 

At least one of Dey Brothers’ show 
windows is devoted to an electrical 
appliance display every other week. 

The following analysis of sales is 
made on a six months basis from 
February to July inclusive, inasmuch 
as the electrical department, as op- 
erated on a resale plan, has not as 
yet completed two years of existence. 

From February to July inclusive, 
1933, operating on a resale basis, 
total transactions of the department 
were more than double the same 
period of 1932, or before the resale 
plan was adopted. The average sale 
price, comparing the same periods, 
increased from $2.05 to a figure in 
excess of. $5. From February to July, 
1934, transactions increased approxi- 
mately 35 per cent over the same 
period of 1933 with the average sales 
price exceeding $10. In dollar volume 
the increase in sales for the six 
months of 1934, compared with the 
Same period of 1933, amounted to 
151.4 per cent. 


SULPHUR DIOXIDE 


Pure, bone dry ard free from all foreign 
materials. Contents of every cylinder anal- 


Mm) Fast freezing, stable and non-corrosive. Con- 


| Warehouse stocks conveniently located. 


ANSUL CHEMICAL CO. 


yzed before shipment. Available at con- 
veniently located warehouses. Cylinders 
from 2 to 150 Ibs., ton drums and tank cars. 


METHYL CHLORIDE 


tents of every cylinder analyzed before ship- 
ment to assure low moisture and acid contentt 
Available in any quantity, spot or contrac. 
shipments. Cylinders from 3 to 130 pounds. 


MARINETTE - WISCONSIN | 
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In making comparison between Dey 
Brothers’ operation of its electrical 
department previous to and following 
the adoption of a resale plan, consid- 
eration should be given to the fact 
that the department was not located 
on the main floor previous to the re- 
sale operation, and further that elec- 
trical appliances were sold through 
the houseware department, or, as in 
the case of refrigerators and washers, 
through a separate department. 


Pursell Joins Staff of 
Phil Harrison Firm 


NEWARK — Philip H. Harrison, 
president of the Philip H. Harrison &« 
Co., General Electric distributor here, 
has announced the affiliation of A. 
B. Pursell with his company. 

Mr. Pursell, for nine years connected 
with the Metropolitan Edison Co. at 
Easton and Reading, Pa. and the 
New Jersey Power and Light Co., will 
engage in special field work in con- 
nection with the distributor’s sales 
promotion department. 
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Kelvinators for TVA Workers 


Kelvinator refrigerators have been installed in 75 model homes built in 
Norris, Tenn., for TVA workers on the dam site there. 


Location of Department Hinders 
Trankla Store’s Appliance Sales 


By Elston D. Herron 


GRAND RAPIDS, Mich.—An _in- 
sight into some of the obstacles con- 
fronting a department store in its 
efforts to handle major appliances 
profitably is given by J. Zweedyk of 
Chas. Trankla & Co. (Boston Store) 
here, who is soon to leave his position 
as manager of that establishment’s 
G-E resale operation. 


Location of the electrical depart- 
ment has had much to do with the 
fact that its sales results have not 
always been entirely satisfactory, in 
this man’s opinion. For two years, it 


has been quartered in a street-level. 


annex at the back of the main store, 
and is accessible through an arcade 
from the store, and from the street 
on which the annex fronts. A wide 
aisle leads from the shop’s street 
door directly through the department 
and into the department store. 


Problem of Location 


In the first place, Mr. Zweedyk 
points out, the street on which the 
department has its main entrance is 
little used, and as a consequence sup- 
plies little shopping traffic. Secondly, 
it is impossible to seat many people 
in the department for cooking demon- 
strations because the center aisle 
would be blocked, making it difficult 
for shoppers to pass from the main 
store to the rear door, and vice versa. 


Furthermore, the department lacks 
what Mr. Zweedyk calls a special kind 
of privacy which is important in 
appliance selling. “With this runway 
in the center of the department,” he 
says, “a salesman can’t tell whether 
a woman is looking for a washer or 
going somewhere else in the store. 
The aisle is in such a direct line with 
the door that shoppers aren’t even 
slowed down enough to get a good 
look at our displays. 


“Another thing—just about the time 
we get a prospect seated, some friend 
of hers comes walking through. Our 
prospect gets up to talk, and the 
salesman has to wait until she’s 
through, then try to pick up his 
presentation where he left off with it. 


Too Much Traffic 


“It would be better if this depart- 
ment were just a little removed from 
the line of through-store traffic. We 
might not get quite as many people 
in the shop, but we would know that 
those who did stroll in were really 
looking for something electrical. And 
we would have fewer sales talks 
interrupted.” 


One of the operation’s biggest prob- 
lems has been to get traffic to the 
department, not through it. It has 
tried public cooking schools, special 
sales featuring some small appliance 
for $1 or so, church baking sales. 
But none of these were so effective as 
a contest in which the public was 
invited to guess on the number of 
revolutions per minute made by the 
wheel of an automobile on display in 
the department. 

Cooking schools to which the gen- 
eral public is invited are no good as 
a promotion, believes Mr. Zweedyk. 
“The women come early, get good 
seats, sit through the demonstration 
quietly, then clear out of the store 
like frightened deer when the prizes 
are awarded. Not a handful are 
really interested in the appliances. 
And practically the same group will 
be back the day following. 

“To be a success, a cooking school 
should be an invitational affair, with 
salesmen permitted to invite only their 
best prospects. Attendance will be 
much smaller than the public demon- 


stration, but the appliance-mindedness 
of the group will be much higher. 

“Such a school makes an excellent 
opening for salesmen to continue their 
sales attempts on certain prospects. 
Of one thing you can be sure: Attend- 
ance at an invitational school won’t 
be made up of people just looking for 
a way to spend an afternoon. 


Salesmen’s Cooking School 


“Another good type of cooking 
school is that held for the salesmen 
themselves—where they put on aprons 
and help with the work. After a 
session or two like that, their sales 
presentations are almost invariably 
better. The men really know what 
they’re talking about.” 

Another reason why Trankla’s ap- 
pliance traffic has not been large is 
that the store has carried very few 
housewares and house furnishings 
lines in the past, and so does not 
come readily to the mind of a Grand 
Rapids housewife when she thinks of 
buying something electrical for her 
kitchen, this man explains. 

Still another difficulty has been the 
fact that the store does not carry the 
paper on time-payment appliance 
sales. “That not infrequently causes 
a strain in customer relations. When 
an old patron buys a refrigerator or 
range on time, she wants to pay ws 
for it, and she is worried and dissatis- 
fied when she learns that her money 
is really going to a firm whose name 
she never heard of.” 

Undoubtedly one way to keep sales 
up when the department’s location is 
such that traffic supplies too few 
prospects is to do an aggressive job 
of outside selling, and Mr. Zweedyk 
has worked vigorously on this. Each 
of his nine salesmen is on the floor 
only one day a week, and spends the 
remainder of his time outside, doing 
both follow-up and cold canvass work. 
Ninety per cent of the department’s 
sales have been made by outside 
selling. 

In this connection, it is pointed out 
that another thing badly needed in 
the department is a room in which 
salesmen can meet for sales instruc- 
tion and training. “Even the best 
specialty salesmen need a_ place 
where they can get together and 
acquire the pep necessary for work 
at the doorbells.” 


Vance Woodcox Speaks 
To Women Advertisers 


CHICAGO—Vance Woodcox, adver- 
tising director of Kelvinator Corp., 
spoke at the opening meeting of the 
Women’s Advertising Club of Chicago 
Tuesday, Sept. 18. 

Advertising photography and a radiv 
headline act were other features of 
the program. 


TEMPRITE 


Instantaneous Cooling 
“The leading cooler for water, 


beer and other beverages” 

RP Write for Catalog 
Beige Products Corporation 

_ (Formerly Liquid Coolér Corporation) 
1349 Milwaukee East =: ~~ Detroit 
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COMPANION 
MERCHANDISE 


New Washer Employs 
Water Action Only 


WATERLOO, Iowa — The National 
Watermatic Washer, a new washing 
machine of revolutionary design, is 
being introduced by the National 
Metal Products Co. of this city. 

The new machine is modernistic in 
design, has a stainless steel inside tub, 
and has all the working parts entirely 
enclosed. 

The Watermatic washes clothes by 
water action alone, without the use of 
blades, fins, or reversing agitator. 
Clothes are washed by the cross 
currents and a.“boiling’” action pro- 
duced by the off-center pulsator and 
baffle attached to the bottom of the 
tub. 

The drier is operated by water pres- 
sure and has a heavy rubber bag in- 
to which clothes are put for drying. 
Water forced into space between rub- 
ber bag and aluminum drier tank 
presses the bag of clothes against the 
lid and surplus water is squeezed 
out of the clothes. There is no 
wringer or spinner. 

The washer is operated by elec- 
tricity, but the drier is operated by 
means of city water pressure from the 
faucet. 

Interesting feature of this machine 
is the regulator switch, which may 
be set for a certain time and shuts 
washer off automatically when that 
time is up. 

The model 100 Watermatic is 
equipped with standard make electric 
motor mounted in rubber. The pul- 
sator, shaft, motor, and bearings are 
grease-packed at the factory. 


General Electric Ships 
Ranges to 11 Countries 


CLEVELAND — General Electric 
ranges last year were shipped into 11 
foreign countries—Colombia, Mexico, 


Palestine, Honduras, Bermuda, Bel- | 


gium, Czechoslovakia, Peru, South 
Africa, Java, and the Dominican Re- 
public—according to a report by J. 
R. Poteat, manager of the range 
division of General Electric’s specialty 
appliance sales department. 

So far this year, Poteat’s report 
continues, sales have been made in 
six countries—Mexico, Colombia, Pal- 
estine, Bermuda, Chile, and El Salva- 
dor. One of the sales to Palestine 
was a GK60 electric kitchen. El Salva- 
dor, likewise, took a GK60. Sixty-four 
per cent of the range sales went to 
Mexico, and 15 per cent each to 
Colombia and Palestine. 


Grunow Posters to Feature 
Schnell’s Part as Designer 


CHICAGO—A “scoop” is what the 
sales promotion department of Gen- 
eral Household Utilities Co. is claim- 
ing on the fact that the new 
Grunow all-wave radios were designed 
and produced under the supervision 
of Lieut. Commander Fred H. Schnell, 
former short wave expert of the 
United States Navy. 

A huge poster has been prepared 
for dealers, featuring Mr. Schnell’s 
photograph and photostats from high 
naval authorities congratulating him 
upon his work in making short wave 
communication a success in naval op- 
erations. 


New Standard Range to 
Retail for $77.50 


TOLEDO—Standard Electric Stove 
Co. has introduced a new electric 
range model, “Valley Queen,” selling 
for $77.50 f.0.b. Toledo. 

This range has three burners, all 
8 in. in diameter and either the open 
or enclosed type. The oven measures 
16x18x14 in. with temperature control. 

It is finished in ivory with black 
Striping and covers a floor space 40 
in. long by 24 in. wide by 36 in. high. 


Jordan Talks on Radios 
To Birmingham Dealers 


BIRMINGHAM, Ala. — Principles 
underlying the operation and tuning 
of short-wave radios were explained 
by Dr. J. D. Jordan, engineer of Gen- 
eral Household Utilities Co., makers 
of Grunow radios, to dealers and 
Salesmen at a meeting held recently 
by E. E. Forbes & Sons at the Tut- 
wiler hotel in this city. 

Preceding Dr. Jordan’s address, a 
film depicting the manufacture of 
Grunow sets in the Grunow factories 
in Chicago and Marion, Ind. was 
Shown by S. L. Sloan, Jr., manager 
of Forbes radio department. 

Approximately 40 Birmingham radio 
Men attended the meeting. 


Television Machine Has 
Premiere Showing In 
Chicago Store 


CHICAGO—tTelevision machine in- 
vented by U. A. Sanabria, and built 
by Horton Steel Works, Ltd.,- Cana- 
dian subsidiary of the Chicago Bridge 
& Iron Works, was exhibited to 
members of the press in the theater 
of Marshall Field & Co. department 
store recently. 

A display of gowns and millinery 
by mannikens, under the direction of 
a Field official and a brief boxing 
match between two small boys, were 
televised at the preview. The move- 
ments were transmitted from a dis- 
tance of 50 yards. 

The marketing process for this 
new television process has net been 
fully determined. The inventor and 
manufacturer say, however, that it 
will be tied up with a telephone or 
light company in each community, 
so that facilities for collecting money 
for program’s from set owners may 
be provided. 

Examples of the possibilities of the 
new process, according to the spon- 
sors, are as follows: 

The president of a company could 
appear before his entire sales organi- 
zation and deliver a message “in 
person.” 

Three hours of amusement could be 
provided for $3 or $4 a month, and 
the charge could be added to the 
telephone bill. 


New Waffle Iron 
Uses Signal Light 


EAST PITTSBURGH—The Sentinel, 
a new waffle iron with features such 
as the personal monogram, adjusting 
lever, and signalling light in the top 
of the iron, is announced by West- 
inghouse Electric & Mfg. Co. 

The Sentinel waffle iron is chrome 
finished. A new grid pattern arrange- 
ment prevents the escape of steam at 
the handle. The base may be removed 
and used as a cookie or canape tray. 

The monogram is inserted at the 
moment of sale. A simple decorative 
filler in place of the individual mono- 
gram is used if the customer prefers. 

The new Westinghouse feature of 
the adjusting lever and signalling 
light in the top eliminates’ the 
dripping of batter over the lever and 
light. The ruby light glows until the 
correct baking temperature is reach- 
ed, then goes out. When the waffle is 
done, the light glows again. The 
adjust-o-matic built-in watchman heat 
control enables the user to bake 
waffles of golden yellow, nut brown, 
or any shade between. 

The Sentinel waffle iron is cata- 
logued as WSA-4, 115 volts, 1,000 
watts, shipping weight 7 lIbs., and 
lists for $9.95. 


‘Travelite’ Dial Features 


Fairbanks-Morse Line 


CHICAGO—Fairbanks-Morse Home 
Appliances, Inc., is now in standard 
production on 14 of the 18 models 
that will comprise its radio line, 
Mortimer Frankel, vice president and 
general manager of the organization, 
announced last week. 

Prime feature of the Fairbanks- 
Morse line is the International 
“Travelite” dial with dual ratio tun- 


ing. 


Advertising Raises Plane 
Of Living—Lasker 


BOSTON—Militantly defending ad- 
vertising in its present form and 
practice, Albert D. Lasker, chairman 
of the board, Lord & Thomas adver- 
tising agency, addressed the Boston 
Conference on Retail Distribution 
Sept. 25 on the subject “The Rela- 
tionship of the Freedom of Advertis- 
ing to a Free Press.” 

“So far as advertising is concern- 
ed,” said Mr. Lasker, “those who 
oppose it as it existed, propose as a 
substitute such action, which finally 
must result in regimentation, or near 
regimentation, or producer and con- 
sumer alike. There will be no other 
alternative. 

“I. maintain that advertising has 
stimulated production by stimulating 
consumption. I maintain it has done 
it on so vast a scale as to bring about 
a higher standard of living among 
the American peop!e than would have 
possibly existed without advertising 
under any system. 


“Witness: that in those countries. 


where the standards of living are 
highest the proportion of advertising 
is greatest. It is important to note 
that as the standard of living goes 
down the standard of advertising goes 
down. This is universal. Perhaps you 
will answer that I put the cart before 
the horse. ‘Then, at least, you will 
concede that advertising is in fact a 
cause and not merely the result of 
these better standards of living. 

“And when advertising stimulates 
production of the article advertised 
it stimulates in a large degree the 
velocity of business as a whole. 

“A free press has been able to main- 
tain itself in its freedom from all 
outside influences, including that of 
the individual advertiser, largely 
through total volume of the advertis- 
ing patronage which it credited and 
deserved.” 


Thomas Chadwick 
Joins Graybar Co. 


DETROIT — Thomas E. Chadwick, 
since 1931 a field representative of 
Kelvinator Corp., has accepted a sales 
executive position with Graybar Elec- 
tric Co., Inc. 


Mr. Chadwick will be general mer- 
chandise manager for _ Cleveland, 
Akron, and Toledo, in charge of the 
merchandising of Kelvinator products 
and all other electrical appliances 
sold by Graybar in those Ohio 
territories. 


Mr. Chadwick has been active in 
specialty sales work for almost 20 
years, more than a decade of which 
was spent in superviscry capacities 
in radio selling. From 1918 to 1924 
he was manager of the radio and 
phonograph department for J. L. Hud- 
son Co., Detroit, and from 1924 until 
early in 1931 was general sales man- 
ager for Cleveland Distributing Co. 

Coming to Kelvinator in January, 
1931, Mr. Chadwick served as an 
Ohio district manager during that 
year, and then was selected for field 
work in the company’s then-newly- 
created department store division. 


SMELTING 
Comp 


WEST NORFOLK, VIRGINIA 


ing this product. 


DISTRIBUTORS 


We Scooped the Entire Industry. 


The First Real New Appliance to 
Appear on the Horizon in Years. 


Today this Opportunity is seeking a distributor in 
every important trading center. 
every aggressive electric distributor will be seek- 
It is one of those improved 
pieces of merchandise that comes along occasion- 
ally and makes huge profits for distributors, 
dealers and every one along the line. 


In six months 


This appliance has scooped the entire industry. 
It is a washer so different and so much better 
that tremendous sales success is assured. No 
other washer is comparable in any feature . . . the 
sales appeal is tremendous. 


if she has a late model ordinary machine in her 


home. 


The National Watermatic Washer plan of mar- 
keting will be entirely through electric specialty 
jobbers. The plan is set up with liberal profits 
for both distributor and dealer with modern mer- 
chandising and advertising help. 


SELLS FOR LESS THAN 
$100.00 


Sales possibilities are unlimited. 


This is an 


50 PER CENT LESS 
ELECTRICITY 


Due to the patented method of operation the effi- 
ciency of this washer is astounding. This washer 
consumes only one-half the amount of current 
used by other machines on the market. 


NO COGS .. NO GEARS .. NO 
CLUTCH .. Newer Needs Oiling 


It has no wringer to maim and mangle hands... 
nor does it have a spinner. A sensational new 
device removes the surplus water from a whole 
tubful of clothes at one time. It washes by an en- 
tirely different action. The minute a woman sees 
a demonstration of this washer she wants it, even 


opportunity that simply won’t wait. Somebody is 
going to have the distribution in every section 
and that somebody is going to move swiftly to 
make important profits. We believe the logical 
distributor is one who has handled electric refrig- 
erators and radios, because this Washer fills 2 gap 
in his business caused by seasonable buying. We 
know that aggressive organizations can build a 
big business on this one product in any section 
of America where electric appliances are sold. 


If you have a sales set-up to distribute major 
appliances and have the financial ability to prop- 
erly handle a product such as this new Washer, 
we urge that you wire or write us immediately 
for details of our plan. Arrangements are being 
completed daily with some of America’s most 
successful distributors so we suggest that you act 
at once to get in on the ground floor of this big 
opportunity. 


Address: General Sales Manager 


National 


Metal Products Company 


Waterloo, lowa 
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INDUSTRY 


HIGHLIGHT 


A Condensed losis of Important 
Refrigeration Industry News 


The information indexed below is 


now available in Bound Volume 
No. 12 of Electric Refrigeration 
News, which contains issues from 


May 2 to Aug. 29, 1934. (Serial No. 
267 to 284, inclusive.) 


Note: A copy of Volume No. 12 
bound in stiff paper board cover 
may be obtained by sending $3 to 
ELeEctTric REFRIGERATION NEws, 5229 
Cass Ave., Detroit. Shipment will 
be made by express collect. 


New Record for Nema 


During the first’ six months of 1934, 
the 15 manufacturers comprising the 
Refrigeration Division of the National 
Electrical Manufacturers Association 
(accounting for approximately 88 per 
cent of the household refrigeration 
industry) sold 891,837 units—a new 
all-time record, and an increase of 
more than 60 per cent over the Nema 
figure for the first six months of 1933. 

That fact, more than any other, 
tells the story of the tremendous 
activity within the refrigeration in- 
dustry during the four months of 
1934—-May, June, July, and August— 
which is recorded in the issues of 
ELECTRIC REFRIGERATION News’ bound 
into this volume (No. 12). 

It was a period which saw not only 
volume but profits recorded by such 
firms as Kelvinator, Crosley, and 
Stewart-Warner. It saw _ price in- 
creases (notably Leonard, Copeland, 
and Grunow), and still sales went up. 
New monthly shipments records were 
established by Kelvinator, Leonard, 
Norge, Crosley, Frigidaire, General 
Electric, Westinghouse, Sears-Roe- 
buck, and Brunner. Carrier, leader in 
the air-conditioning field, enjoyed a 
98 per cent increase. McCray, one of 
the chief factors in the commercial 
cabinet business, showed a _ rising 
sales curve. 

Two old concerns in the industry 
were rescued from. difficulties by 
energetic younger concerns: Winslow- 
Baker-Meyering (which had already 
absorbed Copeland and Zerozone) took 
over Trupar; and Potter bought 
Jewett. Servel quit the household 
electric refrigeration field, electing to 
stay in the commercial refrigeration 
business. 

It was a prosperous and active four 
months for the industry. 

* * * 


Tennessee Valley Authority 


Biggest news of the year in refrig- 
eration was the entry of the United 
States government—represented by 
the Tennessee Valley Authority—into 
the business of merchandising electri- 
cal appliances. Through the medium 
of the Electric Home & Farm Author- 
ity, TVA offered to finance (at low 
terms) the sale of low-priced electric 
appliances, so that a load might be 
built on electrical power transmission 
lines leading from Muscle Shoals and 
other government ventures into the 
power business. 

The demand of the government for 
lower prices, the resultant decrease in 
margins for distributors and dealers, 
and the aggressive merchandising of 
these appliances by public utilities 
have all combined to play hob with 
the refrigeration business in that 
territory. 

ELectTriC REFRIGERATION NEWS Cover- 
ed the situation in detail and at first 
hand, as may be seen by the follow- 
ing index of news: 

May 9—Conventional-type sales pro- 
motion materials are to be used dur- 
ing the opening months of Electric 
Home & Farm Authority’s program 
to sell cheap appliances in the Ten- 
nessee Valley. Young & Rubicam, Inc., 
is the agency. 

May 16—Ten Atlanta, Ga., refriger- 
ator dealers secure a temporary 
injunction against the Georgia Power 
Co.’s sale of TVA appliances, charging 
that such sale is harming their busi- 
ness. Arthur E. Morgan, chairman of 
the authority reports to President 
Roosevelt on TVA progress, and asks 
that the work be “continued and 
extended.” 

May 238—George D. Munger comes 
from the Central Hudson Gas & 
Electric Co. in Poughkeepsie, N. Y., 
to take the commercial managership 
of EH&FA. William B. Phillips is 
assistant to the EH&FA president; 
Forrest Allen is made director of 
public relations. Interviews with 
Knoxville, Tenn., refrigerator dealers 
regarding their views on the TVA 
program’s effect on their business. 

May 30—David E. Lilienthal, presi- 
dent of EH&FA, announces opening 
of low-cost appliance selling in areas 
using TVA power and those served 
by Commonwealth & Southern Corp. 
utilities in Tennessee, Alabama, and 
Georgia. Alabama and Georgia dealers 
appeal to President Roosevelt to halt 
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sale of TVA appliances in their 
territory. 

Mr. Lilienthal says EH&FA appli- 
ance promotion program in Tupelo, 
Miss., is a success. Alabama dealers 
meet with the EH&FA president to 
obtain a “fair and equitable” deal 
for independent appliance dealers in 
connection with the EH&FA program. 

June 13—EH&FA announces provi- 
sions and rules of its plans to aid 
financing purchases of TVA _ appli- 
ances. 

June 20—At a meeting of EH&FA 
representatives and members of the 
Dixie Club—a group from Alabama, 
Georgia, and Tennessee—the_ club 
pledged itself to cooperate with the 
authority program. 

July 11—EH&FA agrees to finance 
retail sales of approved appliances by 
the Cartersville, Ga., municipal util- 
ity—the first utility not using TVA 
power to receive this aid. 

July 18—Two Georgia dealers say 
TVA program is demoralizing their 
refrigeration business. Georgia dealers 
protest to Georgia Power Co. that its 
sales of TVA interim refrigerators is 
killing their own sales of other 
models. 

July 25—Georgia Power Co. officially 
opens a_nine-weeks campaign on 
TVA-approved appliances — refrigera- 
tors, ranges, water heaters. 

Aug. 1—TVA completes arrange- 
ments to buy Knoxville properties 
from the Tennessee Public Service 
Co. Northern Alabama towns plan to 
use TVA power. 

Aug. 8—Survey of dealer opinion on 
TVA program made by _ ELECTRIC 
REFRIGERATION NEWS. EH&FA’s Com- 
mercial Manager George Munger de- 
clares the authority is not preparing 
for nation-wide promotion of low- 
priced appliances. 

Atlanta city council takes steps to 
obtain TVA power for the city. 
Georgia Power Co.’s Vice President 
Charles Collier answers criticisms of 
dealers. Forrest Allen, public relations 
director of EH&FA, outlines benefits 
of TVA appliance promotion program. 

Aug. 22—Atlanta learns that it can- 
not obtain TVA power for at least 
two years. 

Aug. 29—Gov. B. M. Miller of Ala- 
bama pledges his state’s cooperation 
with the TVA program while in con- 
ference with EH&FA President Lili- 
enthal. EH&FA plans to use travel- 
ing kitchen to promote low-cost appli- 
ances in rural Valley areas. Atlanta’s 
official agent on TVA matters recom- 
mends that the city make legal prepa- 
rations to buy TVA power when two 
years have elapsed. 

Officials of the Tennessee Public 
Service Co. estimate that if purchase 
of the company by TVA is completed, 
preferred stockholders will receive 
between $35 and $40 a share, while 
common stock owners will get noth- 
ing. 


Chest Models 


Most startling innovation of the 
year in regard to new models was the 
introduction of the chest-type refrig- 
erator. Built in response to the de- 
mand of TVA officials for an unusual- 
ly low-priced refrigerator, these small 
models have a lid rather than a door, 
and resemble the old-fashioned top- 
icer icebox. Most of the leading 
manufacturers brought them out, their 
announcements coming as follows: 

June 138—To sell for $74.50 f.o.b. 
Cleveland, a new chest-type refriger- 
ator to be known as the “Liftop,” is 
announced by General Electric Co. 

June 20—Frigidaire Corp. plans to 
market a $77.50 lift-lid refrigerator, 
named the “Kold Chest,” in August. 
Sealed machines are specified. 

June 27?7—Kelvinator starts produc- 
tion on the 2-cu. ft. Kelvin Chest, 
lift-up model to sell nationally at 
$77.50 plus freight. 

July 25—A chest model refrigerator 
featured by the Shelvador principle 
in the lid introduced by Crosley. 
Price: $72.50 east of the Rockies, 
$75 west. 

Aug. 1—EH&FA grants Crosley per- 
mission to use the TVA emblem on 
its chest-type refrigerator. Leonard 
begins quantity production on a 2-cu. 
ft. chest to retail at $77.50. Norge 
makes first shipments of the Norgette, 
chest retailing at $77.50 f.o.b. Muske- 
gon, Mich. Westinghouse announces 
a 2-cu. ft. chest-type refrigerator to 
sell at $77.50 f.o.b. factory, with a 
five-year service plan available for 
$7 extra. 


New Household Models 


Other new household refrigerators 
announced during the period covered 
by this bound volume include: 

May 2—O’Keefe & Merritt brings 
out a six-model line of refrigerators 
ranging upward in price from $119. 
Three largest models are styled, three 
smallest have conventional design. 
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With prices starting at $134.50, 
Westinghouse introduces its “C” line 
of seven refrigerators finished in por- 
celain or Dulux, and with an inside- 
of-door “Handy Tray” on _ larger 
models. 

June 6—Three new models, embody- 
ing cabinet and mechanical refine- 
ments, comprise the 1934 line of 
Superfex kerosene-burning refrigera- 
tors made by Perfection Stove Co. 
Capacities are 5, 6, and 8 cu. ft. 

June 18—Ranging in size from 4 
to 7.6 cu. ft., seven new household 
models are placed on the market by 
Zerozone. The price range is $116 
to $273. . 

June 20—A standard and deluxe 
series comprise Apex’ new line, fea- 
tured by cabinet styling, new com- 
pressors, and new temperature control 


on deluxe models. 
* * co 


New Commercial Equipment 


Commercial refrigerating machines 
and cases announced in the NEws 
were: 

May 9—Supplementing its existing 
line, Westinghouse introduces four 
new commercial compressors in 1- 
and 114-hp. sizes, both air- and water- 
cooled. They are of the two-cylinder, 
conventional type. 

May 23—Equipped with a _ water- 
cooled condensing unit, a new water 
cooler is added to the Kelvinator line. 

June 13—York adds to its line two 
new Freon condensing units, consist- 
ing of a 3-hp. triple-cylinder and a 
7%-hp. double-cylinder Balanseal com- 
pressor. 

June 20—Crosley introduces a new 
“Kool-Rite” bottle cooler selling for 
$117.50 f.o.b. Cincinnati, to replace the 
original “Kool-Rite” brought out last 
year. 

July 4—Intended for separate in- 
stallation or with Kelvinator vertical- 
type cooling units, three new ice 
makers are announced by Kelvinator 
Corp. 

Aug. 1—Westinghouse begins mar- 
keting new 2- and 3-hp. condensing 
units of the open type and using 
Freon. They are hooded, and provide 
an air channel through the condenser 
or over the compressor and through 
the motor to remove all heat gener- 
ated. 

Aug. 15—Two new display cases 
and a new floral display box are 
brought out by McCray. One case is 
double-duty, the other top display, and 
both are available in 10- and 12-ft. 
lengths. 

Equipped with coils of Seeger de- 
sign, a new line of display cases for 
use with mechanical refrigeration is 
introduced by Seeger. The line is 
marked by a number of new design 
features. 

With one coil behind the case, and 
another in the top, the 4100 model 
display case is announced by C. V. 
Hill for use with electric refrigeration. 

A service load retarder between the 
top display shelf and bottom compart- 
ment is a principal feature of a new 
double-duty display case introduced 
by Holcomb & Hoke Mfg. Co. 


* * * 
Air Conditioning 

Because air conditioning has come 
into its own for the first time this 
year, and because more and more 
electric refrigeration dealers have 
turned to the sale of air-conditioning 
equipment as a new source of income, 
ELEcTRIC REFRIGERATION NEWS has de- 
voted careful attention to the prog- 
ress of the air-conditioning industry 
during the last few months. An index 
of the headlines of articles published 
on air conditioning is offered here, 
rather than a digest or summary, 
because of the wide variety and scope 
of the material published. 

May 2-——Carrier adds two. store 
coolers and three Freon units; more 
than 100 Carrier dealers now handle 
smaller installations; 24 air condi- 
tioners in Kelvinator line; Fedders 
develops coils for air conditioning; 
new train will have York air condi- 
tioning, page 1. Self-contained, porta- 
ble Westinghouse air conditioner 
operates at low cost and is easily in- 
stalled. Fox builds year ’round condi- 
tioner; G-E offers complete air-condi- 
tioning equipment, page 9. Santa Fe 
will cool four limited trains; Trane 
conditioners are of four types; page 
10. Humidi-Cooler to bring out air 
conditioning; Westinghouse refines air 
conditioners; air recirculated by Ed- 
wards system; page 11. Air-condition- 
ing equipment classified by functions 
(summer, all-year, and winter); page 
12. Manufacturers of humidifiers, 
page 18. Air-conditioning market 
ready for big year, according to field 
surveys, by S. F. Myers, general super- 
visor of air-conditioning dealers, 
Westinghouse Electric & Mfg. Co., 
page 17. Nance says comfort is new 
sales appeal, page 18. Installations of 
air conditioners using Freon, by W. 
W. Rhodes, sales manager, Kinetic 
Chemicals, Inc., page 20. New York 
fire department issues new regulations 
for F-12, F-114, and F-1l, page 20. 
Carrier summarizes installations, page 
21. 250-ton York system to condition 
air in Cincinnati department store, 
page 21. Westinghouse will put 400 
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floor units in newspaper office, page 23. 
May 9—Air-conditioning studies re- 
veal how employees’ health is im- 
proved; Crosley designs air-cooled bed 
canopy, page 1. Hay fever victims bg 
market for air-cleaning equipment, 
page 6. Bright designs three new ice 
coolers, page 6. Patients withstand 
operations better in air-cooled oper- 
ating room, page 6. Air-conditioning 
grilles must diffuse and direct air 
flow, by J. A. Germonpres, general 
manager, Uni-Flo Corp., page 7. Ilg 
builds unit and multiple coolers, page 8. 
May 16—Conditioned home being 
built for Fair; air-conditioning firms 
form association, page 1. Westing- 
house introduces compressors for air 
conditioning up to 6-ton capacity, 
page 4. 
: May 23—San Francisco utility to aid 
in promotion of air conditioning; 
Philadelphia reports 25 air-condition- 
ing jobs up to April 15; G-E will air 
condition new railway coaches; 
Frigidaire to cool new Union Pacific 
Pullmans; Carrier air conditions food 
market in Peoria, page 17. 


May 30—Air conditioning has real 
demonstration at 1934 World’s Fair; 
streamlined trains major attraction 
to crowd of 155,000 on first day. 


June 6—35 World’s Fair exhibitions 
are air conditioned; 705 tons of refrig- 
eration now installed, exclusive of 
railroad cars; Savage Arms enters 
air-conditioning field; Edison Institute 
report shows extent of air condition- 
ing use and variety of applications, 
page 6. Lee shows with drawings 
how various buildings are air condi- 
tioned, page 8. Savage Arms makes 
year ’round system; cabinet-type ccol- 
er is introduced by Lipman, page 11. 
Where air conditioning is installed at 
A Century of Progress, pages 12 and 
13. Warm air heaters study condition- 
ing, page 15. Associated system plan- 
ning promotion on air conditioning, 
page 17. 

June 13—Engineers to study air- 
cooling trends; air-conditioning sys- 
tems need “vitalizing” units says 
Canadian; Carrier air conditions 
Cleveland restaurant, page 11. 


June 20—Electric cooling to be 
tested in research house; Illinois 
professors report air-conditioning 


tests at Urbana, IIl.; Air Controls de- 
signs attic exhaust fan; new society 
meets in Chicago, inspects air-cooling 
exhibit; North Western using 84 air- 
cooled cars, page 11. 

June 27—Frigidaire lists prices on 
new air conditioners; newly intro- 
duced models are __ self-contained; 
prices start at $340; engineers study 
applications of comfort cooling; 
A.S.R.E. and A.S.H.V.E. also consider 
economics of air conditioning; Kauff- 
man introduces two new conditioners; 
50 Detroit Statler guest rooms cooled; 
how one Frigidaire room cooler gives 
comfort cooling for an entire house, 
page 6. Low diffusers minimize cost 
of cooling high bank room, page 7. 
Thompson describes problems in rail- 
road air conditioning, page 8. Air- 
conditioned railway cars not in serv- 
ice (tabulation), page 8. Voltage fluc- 
tuations from air-conditioning systems 
discussed by McLenegan, page 9. 
Effective temperature urged for creat- 
ing comfortable conditions, page 11. 
Correct load factor needed to calculate 
operating costs, page 13. E.T.L. tests 
give engineering data of conditioning 
units, by Gordon Thompson, assistant 
chief engineer, Electric Testing Lab- 
oratories, page 14. 

July 4—Westinghouse unit condi- 
tioners used in New York bank; 
Emergency cooling system _ serves 
offices of the News when Detroit be- 
comes hotspot of the nation, page 16. 

July i11—‘“Forced” market bolsters 
sales of comfort coolers; smaller 
stores, offices, and homes big market 
during June, page 1. York develops 
table-high cabinet to deaden sound of 
condensing unit; 400 Auditorium sys- 
tems installed since Jan. 1; New York 
cocktail bar and two offices cooled by 
Frigidaire; 500 attend Newark air- 
conditioning show, page 15. 

July 18—Chrysler Motors introduces 
unit air conditioners; Walter P. 
Chrysler, Jr., to head company making 
year ’round systems; “air conditioning 
may remake world economic map’— 
Gregg; closely controlled air ccndi- 
tions used to test refrigerators, West- 
inghouse laboratory operates five in- 
sulated rooms with temperature and 
humidity control, page 14. 

July 25—Carrier orders for air con- 
ditioning increase 98 per cent; air 
conditioned mines may speed up world 
gold production, page 1. Chrysler con- 
ditioner to retail at $175; central sys- 
tem cools 12 apartments; Carrier in- 
stallation in hotel laid out to elimin- 
ate noise, page 6. Unit air condition- 
ers fit most jobs, says Westinghouse 
Dealer Thomas J. Charles; air-condi- 
tioning system combined with heating 
plant in confectionery store, page 7. 
How to estimate size and costs of an 
air-conditioning job; method of deter- 
mining cost of installation and opera- 
tion, capacity, and type of system are 
explained by H. P. Waechter, air- 
conditioning division, Brooklyn 
branch, York Ice Machinery Corp., 
page 8. Retail chain stores show 
keen interest in air conditioning; 
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hotels and restaurants say air condi- 
tioning boosts patronage, page 9. Five 
Baltimore theaters cooled by new 
Frick Freon machines, page 12. De. 
Puy discusses motors for use in air. 
conditioning plants, page 14. 

Aug. 1—How refrigerating units 
may be used for heating, by Sterling 
S. Sanford, sales department, Detroit 
Edison Co., page 8. 

Aug. 22—Sloan says air conditioning 
will help lead recovery; Wabash line 
operates conditioned cars, page 1. 

Aug. 29—Many visitors express their 
approval of the air-conditioned home 
Kelvinator plans to 
advertise comfort cooling this winter; 
158 cooling installations reported in 
Chicago; New Maryland community 
has houses designed for air-condition- 
ing systems; Westinghouse runs con- 
densing units in oil bath for 24-hour 
period, by J. W. Speer, page 4. 10 in- 
stallations made by York at A Cen- 
tury of Progress; “House in Sky” uses 
Frigidaire system, page 6. How to 
run tubing for air conditioning told 
by Servel men, page 8. 45 Cleveland 
business places have bought air con- 
ditioning; three S. S. Kresge stores 
are equipped by Conditioned Air 
Corp., page 10. Young Co. introduces 
line of unit coolers; research engi- 
neers study ozone content and vitality 
of air, by Dr. L. W. Chubb; Lewis to 
help architects and engineers with 
air-conditioning problems. 

* * * 


Service 

In response to the demand of 
readers, ELECTRIC REFRIGERATION NEWS 
has published a considerable quantity 
of information on service during the 
last few months. Of particular inter- 
est has been the publication of com- 
plete service manuals for orphan ma- 
chines. An index of some of the more 
important service articles which will 
be found in this bound volume follows: 

May 23—How Nome services and 
rebuilds electric refrigerators, page 1. 
Compressor of wrong size will cause 
trouble; how an independent service 
man works with popular makes of 
refrigerators, page 12. Servel’s new 
service program; service men granted 
two code exceptions, page 13. 


May 3%30—Service instructions on 
Allison machine typical of _ ethyl 
chloride compressors, page 24. . 


June 6—Service problems and solu- 
tions for Allison refrigerators, page 
18. 1,500 taking service course of 
Chicago Institute, page 19. 

June 13—Welsbach service manual, 
page 12. 

June 20—How to perform typical 
service operations on Welsbach refrig- 
erators, page 14. 

June 27—-How to locate and correct 
faults in operations of Welsbach unit, 
page 16. Milwaukee company puts 
service on mail order basis; repair 
charges of independent service com- 
pany on Frigidaire systems, page 17. 

July 4—Service instructions for 
Rice methyl chloride machines, page 
12. 

July 11—Service instructions for 
Wayne sulphur dioxide machines, page 
16. 

July 18—Service instructions on 
Absopure commercial condensing 
units, page 16. Woman who heads up 
service firms tells how to build busi- 
ness; Pratt issues catalog of service 
parts, page 17. 

July 25—How to test operation of 
large Absopure commercial units, 
page 16. New York firm’ services 
three makes of units, page 17. 

Aug. 1—Servicing Absopure thermo- 
stats, pressurestats, float’ valves, and 
freezing units, page 20. 

Aug. 8—Servicing Iceberg water 
coolers, remote and_ self-contained 
household refrigerators, page 16. 

Aug. 15—U. S. Hermetic service 
manual, page 19. 

Aug. 22—To service a system pro- 
perly, understand all its parts, by 
Arch Black; hints on using leak de- 
tectors, by engineers of Turner Brass, 
page 4. Universal Cooler manual tells 
how to select and install tubing, page 
6. Correct testing helps service man 
diagnose motor trouble, by Charles 
L. Chittenden, Refrigeration Motor 
Service, Long Island City, N. Y., page 
7. How to service machines using 
automatic expansion valves, by D. D. 
Wile, Detroit Lubricator Co., page 9. 
Service Chart, page 11. ElectrICE 
refrigerators used a rotary gear 
pump, page 15. Sales and service 
prove profitable combination for New 
York firm, page 20. 

Aug. 29—How to locate service 
troubles on electric refrigerators, page 
20. Motor servicing which can be 
done in field, by George C. Tatem, 
president, Electric Refrigeration 
Motor Co., Philadelphia; autographic 
register for use by service men intro- 
duced, page 21. 

* * * 


Dealer Codes & Associations 


Encouraged, perhaps, by the efforts 
of manufacturers to get together on 
codes of fair practice, dealers in many 
cities formed associations and drew 
up local codes. These codes were 
summarized, or reported in full, in the 


(Concluded on Page 16, Column 1) 
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ELECTRIC REFRIGERATION NEWS, OCTOBER 3, 1934 


index of Industry 
News Highlights 


(Concluded from Page 15, Column 5) 


following issues of ELECTRIC REFRIGERA- 
mioN NEWS: 

May 2—Dealers make closed terri- 
tory agreement. Members of the G-E 
Specialty Dealers Organization (com- 
prised of dealers in the distributor- 
ship of A. Wayne Merriam, Inc.) 
formulate a policy with respect to 
operating under a “closed territory” 
agreement. 

May 16—47 Kansas City dealers 
adopt code of ethics; trade-in allow- 
ances and carrying charges estab- 
lished. Newly formed dealer associa- 
tion in Charleston eliminates price 
cutting and trade-ins. 

May 23—Kentucky group draws up 
code of fair practice; booster fees, 
trade-ins, and terms regulated by 
agreement. 

May 30—Kansas City dealers bar 
special bonuses. 

June 13—Omaha distributors draft 
code of ethics. 

June 20—Dixie Club dealers will co- 
operate with EH&FA. 

July 4—Water Cooler Division form- 
ed by New York refrigerator group. 

Aug. 8—Detroit distributors form 
cooperative association—Refrigeration 


Association of Michigan. 
* * * 


Special Features 


Specifications for 37 household re- 
frigerators, May 30; Superfex specifi- 
cations, June 6; Coldspot specifica- 
tions, July 11; specifications of chest 
models, page 1, Aug. 8. 

Refrigeration Patents in this vol- 
ume from numbers. 1,954,807 to 
1,970,509. 

Description of air-conditioned home 
of ELEecTRIC REFRIGERATION NEWS, Aug. 
29. 

Review of air-conditioning installa- 
tions at A Century of Progress, June 6. 

Report on quality standards in ice 
box construction by consumer’s advis- 
ory board, June 6. 

Code for the electric refrigeration 
industry, June 13; approved amend- 
ments for commercial cabinet code, 
July 18; code of refrigerating machine 
group, Aug. 8. 

Radio manufacturers seek exemp- 
tion from Electrical Code, complete re- 
ports of hearing before NRA, Aug. 8, 
15, and 22, 

Codes which affect electric refrigera- 
tor manufacturers, distributors, and 
dealers, and fields of related interest, 
page 2, July 25. 

Uniform schedule of carrying 
charges on deferred sales of commer- 
cial refrigerators, Aug. 8. 

Special milk-cooling issue, July 4; 
special beer-cooling issue, July 11; 
special water-cooling issue, July 18. 

Real property. survey of cities, May 
23, June 20, and July 11. 

Elston D. Herron’s visits to dealers, 
Rochester, N. Y., dealers, May 2; 
Carbondale and Newark dealers, May 
9; Charleston dealers, May 16; Knox- 
ville and Virginia dealers, May 23; 
North Carolina dealers and Lexing- 
ton, Ky., May 30; Springfield, Ill., and 
St. Louis, Mo., June 6; Omaha deal- 
ers, June 13; Des Moines, St. Paul, 
and Minneapolis dealers, June 20; 
Milwaukee dealers, June 27; New 
York dealers, July 4 and July 11. 

Exports of electric refrigerators, 
May 23, June 6, July 4, and July 18. 


On the Line at the Starr-Freeze Plant 


Inspectors in the Starr-Freeze plant at Richmond, Ind., are shown making a final check on the units of both 
household and commercial refrigerators as the assembled jobs near the end of the production line. 


Cafe Air Conditioned 
By Kelvinator Units 


OKLAHOMA CITY, Okla.—Perfect 
control of temperature in the Britling 
Cafeteria here appeared to consti- 
tute an unsurmountable problem, ow- 
ing to the presence of a large, cen- 
trally located well that extended from 
the first to the third floor, but careful 
planning of a Kelvinator installation 
has solved the difficulty. 

Six suspended-type and two floor- 
type Kelvinator air conditioners are 
employed to maintain proper tem- 
perature and humidity. Each unit is 
equipped with Uniflo grilles, and is so 
located and adjusted that the influence 
of the 16x30-feet well is negligible. 
The dining area totals 43,000 cubic 
feet. 

Two 20-hp. condensing units, the 
largest in the Kelvinator line, serve 
the eight conditioners. Condensing 
water spray towers, using no city 
water except that necessary to com- 
pensate for evaporation losses, are 
connected to the condensing units, 
which are located in the basement. 

A direct expansion system is em- 
ployed, the refrigerant, F-12, being 
expanded directly in the air condi- 
tioning unit coils. 

The installation was made by Rich- 
ards & Conover Hardware Co., Kel- 
vinator distributor for this territory, 
and Oklahoma Electrical Supply Co. 


One Star Performer Listens to Another 


Mountainous Victor McLaglen, screen actor who co-stars with Edmund 
Lowe in many productions, gives his characteristic clinched-teeth grin 
as a snappy tune comes over the new Grunow all-wave radio on his “set.” 
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TVA Tupelo Program 


Brings Increase in 
Use of Electricity 


TUPELO, Miss. — Business here is 
lighting up with cheap electricity. 
Home use of electricity has doubled 
with TVA rates, and business is fol- 
lowing suit. 

In March, 1934, first full month at 
TVA rates, 321 commercial customers 
used 58,700 kwh., an average of 183 
kwh. per customer. In August, 1934, 
353 customers used 100,301 kwh., an 
average of 284.14 kwh. per customer. 
The average cost per kwh. was 2.5 
cents. 

Here is the month-by-month story 
of the climb: 


March 321 customers, 58,700 kwh. 
April 333 customers, 65,400 kwh. 
May 345 customers, 72,200 kwh. 
June 344 customers, 84,300 kwh. 
July 349 customers, 89,900 kwh. 
August 353 customers, 100,301 kwh. 


Hugh Warner, Electric Home and 
Farm Authority lighting specialist, 
has helped Tupelo business men with 
their lighting problems, and recently 
assisted R. W. Reed, president of the 
R. W. Reed Co. in re-lighting that 
company’s department store. 

The establishment’s lighting fix- 
tures had been in use 15 to 20 years, 
and connected : lights totaled 5,500 
watts, giving an average intensity of 
three-foot candles and an _ intensity 
as low as one-and-a-half and two-foot 
candles in same parts of the store. 
The minimum recommended is 10-foot 
candles. 

In the shoe department today, 800 
watts of connected lighting, in both 
men’s and women’s spaces, flood the 
sales floor with soft light, and the 
same change has come throughout the 
store. A total connected lighting of 
18,050 watts has transformed the ap- 
pearance of the whole interior. 

Mr. Reed combined re-lighting with 
a general renovation. New paint has 
given a flat white finish which re- 
flects at least 85 per cent of the light. 
Stock display tables have been low- 
ered and modernized. A reserve stock 
which formerly lined one of the side 
balconies has been removed to a con- 
cealed space and this balcony houses 
new departments for children’s ready- 
-to-wear and luggage. 

On the women’s wear balcony, new 
fixtures give effective light and put 
the store into the lighting business. 
The portable lamps may be purchased 
from the floor where they are in use. 

The store was re-wired for the new 
lighting. Floor plugs serve the bai- 
cony lamps. Direct fixtures of anti- 
glare design hang from the ceilings 
over the main floor spaces. Four large 
windows and two smaller windows 
were re-wired and relighted. The en- 
tire lighting renovation cost about 
$900. Re-painting and other interior 
improvements added another $300. 

TVA rates cut the store’s light bill 
two-thirds. Mr. Reed expects the sav- 
ings to pay for the new lighting’s 
added electricity. The 18,050 watts of 
connected’ lighting include: 

Six 300-watt lamps and 39 200-wait 
lamps over the main floor; 33 15-watt 
lamps; four 300-watt indirect floor 
iamps on the balcony; two 35-watt 
indirect lamps on the balcony, and 
16 100-watt lamps scattered in al- 
coves and recesses about the store. 


_ France; 


Sparton Makes Fifth 
Shipment to Iceland 


JACKSON, Mich.—Fifth shipment 
of Sparton refrigerators this year to 
its distributor at Reykjavik, capital 
of Iceland, has been despatched by the 
Sparks-Withington Co. 

Sparton products—refrigerators, do- 
mestic radios, auto radios, radio tubes, 
and automobile horns—are distributed 
in 90 foreign markets. 

Representatives or officials 
foreign selling organizations who 
visited the Sparton home office 
at Jackson during the last three 
weeks were: Charles E. Forrest, 
Sidney, Australia; C. W. B. Rayner, 
Bombay, India; M. Sobel, London, 
England; J. M. Chauchat, Paris, 
E. A. Easley, Shanghai, 
China; Salve Stanbo, Oslo, Norway; 
Joseph Katzen, Johannesburg, South 
Africa; and Robert Moor, Durban, 
South Africa. 


from 


Mechanical Cooling Gives 
More Beer Per Barrel 


NEWPORT, Ky.—Use of mechanic- 
al refrigeration for cooling beer gives 
Jake Heringer, proprietor of the 
Wooden Shoe Grill here, 75 additional 
glasses of beer per barrel, he states 
in discussing his 25 years as a saloon- 
keeper. 

Mr. Heringer has a four-draft arm 
Frigidaire beer cooler and a 30 ft. x 12 
ft. pre-cooling box with a_ storage 
capacity of 20 barrels and 30 cases 
of beer. 

In addition to his beer equipment, 
this man has an eight-hole ice cream 
cabinet, a reach-in meat and dairy 
box and a display counter. 


Leonard Distributes 
Prizes in Contest 


DETROIT — Leonard’ Refrigerator 
Co. sales executives this week begin 
the distribution of grand prizes to 
star members of its sales force for 
their efforts in the summer selling 
drive. The awards brought the total 
value of the cash and merchandise 
distributed during the campaign to 
more than $30,000. 

John Treanor, Louisville, was 
awarded $500, first of the 80 grand 
prizes for retail salesmen. Second prize, 
$300, went to T. K. Swingle, Trenton, 
Mich. W. P. Trueman, Minneapolis, 
and W. E. Peterson, Salt Lake City, 
each received $200. Awards of $100 
went to Ernest Fannin, El Paso; G. 
L. Bucklen, Toledo; W. J. Brown, 
Louisville; and William Modes, De- 

G. W. Mason, Leonard president, 

presented gold watches to nine mem- 
bers of the ‘Fence Busters’ Club,” 
salesmen who at the end of the con- 
test’s second, fifth, and seventh weeks 
were among the 25 leading “hitters.” 
Winners of watches included A. C. 
troit. 
Horner, Philadelphia; Walter Boyne, 
New York; Emil G. Faller, Louisville; 
A. C. Sizemore, Toledo; Benjamin 
Binder, Philadelphia; L. A. Loftus, 
Detroit; Ernest Fannin, El Paso; Paul 
Fannin, El Paso; and W. P. Trueman, 
Minneapolis. 

Cash prizes, sponsored by Advertis- 
ing Manager Sam C. Mitchell, went 
to outstanding wholesale representa- 
tives. Leading award-winners in this 
division were: G. W. Humason, El 
Paso, $300; Paul Hoffman, New York, 
$200; John Patten, Ft. Wayne, $200; 
Harry Cohen, Omaha, $100; J. Mann- 
ing, New Haven, $100; and L. Dunn, 
Des Moines, $100. 

Virtually every Leonard distributor, 
dealer, and salesman in the country 
took part in the campaign. Arranged 
as a huge baseball game, the contest 
embraced nine weeks, or “innings,” 
with news of the “team standings” 
and “individual batting records” be- 
ing carried to the field by a weekly 
newspaper, “The Scoreboard.” 

For contest purposes the Leonard 
organization was divided into 10 
“leagues,” in each of which there was 
an equal number of distributors. 
Retail salesmen in the territory of a 
distributor who finished first in his 
league became eligible for the grand 
cash awards, although hundreds of 
merchandise prizes were earned by 
salesmen whose distributors failed to 
win top honors. 

The Detroit, Louisville, Omaha, 
Toledo, New Haven, El Paso, Salt 
Lake City, Peoria, San Diego, and 
Dodge City distributors were the 
“pennant winners” in the 10 leagues. 
Each received a _ silver cigarette 
humidor, bearing the carved figure of 
a baseball player, the gift of Godfrey 
Strelinger, Leonard sales manager, 


100,000 Women Attend 
Frigidaire Schools 


LOS ANGELES — Nearly 100,000 
west coast housewives have had 
Frigidaire’s conveniences brought to 
their attention this year in a series of 
cooking schools conducted by Safe- 
way Stores, Inc., and the newspapers 
of about fifty southern California 
cities. 

The series of schools started Jan. 
31 and were just completed. In many 
cases overflow meetings were held, 
and many hundreds were turned 
away, according to R. G. Hutchinson, 
Frigidaire Pacific regional manager. 

A Frigidaire was one of the attend- 
ance prizes. 


Progress Reaches the Desert Wastes 


E. E. Russell, Westinghouse dealer in Tuscon, Ariz., specializes in selling 
to prospects in out-of-the-way places. 
deliver a ‘refrigerator to a desert home owner. 
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ELECTRIC REFRIGERATION NEWS, OCTOBER 3, 1934 


DEPARTMENT STORES 


Home Service Bureau Organizes 
Hudson’s Refrigeration Promotion 


Detroit Store Believes Bureau Is Partial Answer to 
Need for Consistent Promotional Effort 


By Elston D. Herron 


DETROIT—This is a record-busting 
appliance year for the J. L. Hudson 
Co., Detroit’s leading department 
store. Since Jan, 1, its electrical 
merchandise sales have doubled those 
of last year, are even greater than 
in 1929. And it is a certainty that by 
the end of 1934, the department’s net 


business will have soared over the 
$1,000,000 mark. 
What's behind this sales jump? 


J. B. Ogden, manager of the electrical 
department, believes three factors 
have been largely responsible. First, 
the ever-mounting appliance consci- 
ousness of housewives. Second, Hud- 
son’s hammer-and-tongs appliance 
promotion program. Third, the great- 
er variety of electrical goods the 
store has to offer. 

During the past few years, the 
number of Mr. Ogden’s promotional 
activities has been large, and -their 
success has many times been notable. 
But the manager has been, and still 
is, working toward something greater 
than sucess of individual projects. 


Wanted—Promotien Machine 


What he wants is a promotion ma- 
chine—including, of course, a number 
of these special efforts—which will 
give the department a 365-days-a-year 
pull, interest housewives in Hudson’s 
appliances at times other than sale 
weeks and bargain days. He wants a 
plan that not only creates interest, 
but maintains it. 

At least a part of his wish was 
fulfilled last month with the opening 
of Hudson’s Service Bureau, under 
direction of Mrs. Jessica Meek, econ- 
omist formerly with the Detroit 
Edison Co. Mrs. Meek had been with 
Hudson’s some months, but Sept. 12 
marked the official start of her 
bureau. 

With the help of several assistants, 
the economist will cooperate in pro- 
motional activities with several tenth 
floor departments, among which is 
the electric appliance department. 
The bureau sponsors’ twice-weekly 
cooking schools in the G-E kitchen, 
gives laundry equipment demonstra- 
tions, works with the table settings, 
china and glass, wall paper and paints 
divisions, and makes demonstration 
of household conveniences in the 
floor’s four display kitchens. In addi- 
tion, it gives free advisory service to 
any Detroit housewife on meal plan- 
ning or other housekeeping problems. 


Housewives Like Advice 


“This type of promotion is exactly 
what we needed,” comments Manager 
Ogden. “Women are highly receptive 
to advice on household management 
and meal preparation, and will flock 
to the Home Service Bureau to ask 
questions or witness cooking demon- 
strations. That makes traffic in our 
department good. Furthermore, it 
gradually brings housewives to rely 
on our home service, which means 
that when they need appliances they 
will just naturally come here to buy.” 

Even before it was officially opened, 
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work of the bureau was most satis- 
factory. In August, for example, it 
received 362 personal calls for help 
on menus, canning, etc.; 390 telephone 
calls for this type of information; 
planned one wedding reception and 
one children’s party; mailed 87 
recipes to customers, gave out a total 
of 600 recipes; made G-E kitchen 
demonstrations before 349 women; 
ushered 39,500 persons through the 
display kitchens. 


Indoor ‘Garden Party’ 


An indoor “garden party” was held 
to attract Hudson patrons to the 
bureau’s formal opening, and 6500 
women visited it the first day, 700 the 
next. Two following days, Norge 
Corp.’s colored refrigerator display 
and playlet were moved to Hudson’s 
from the Masonic Temple (where 
Norge had entertained several thou- 
sand Detroit women), and attracted 
a total of 2,200 more housewives to 
the appliance department. 


In Hudson’s refrigeration division 
are seven makes—Frigidaire, General 
Electric, Kelvinator, Westinghouse, 
Norge, Grunow, and another refrig- 
erator bearing the Hudson name. The 
store formerly handled four other 
nationally distributed makes, but they 
have been dropped. 


Number of Makes Reduced 


“It is our tendency to cut down the 
number of lines,” explained Mr. 
Ogden, “because by so doing, we can 
give more and better display space to 
the lines that sell best. Also, our 
carrying fewer lines makes it easier 
for a customer to select the refrig- 
erator she wants to buy. Of course, 
one factor in our reduction of lines 
has been the need for display space 
for new products.” 

Hudson’s likes to handle a refrig- 
erator carrying the Hudson name- 
plate. The job doesn’t sell in any 
great volume, but in the manage- 
ment’s opinion, it is about the best 
possible instrument the store can 
have to protect and maintain its 
reputation for giving good values. 

Mr. Ogden explains it this way: 
“In the first place, we can set and 
change prices on our own product 
without going through a lot of red 
tape, and that is becoming more and 
more necessary to the department 
store as chain store influence in the 
refrigeration market grows. 


Chains Make Inroads 


“Apparently, the big manufacturers 
don’t realize what inroads the chains 
(such as mail order houses) are mak- 
ing, but we do, and we aren’t going 
to stand idly by and let them get all 
the business in low-priced merchan- 
dise. With our own brand, we can 
nearly always be competitive in price.” 

The store gives much attention to 
good dsiplay. It recently constructed 
a special section for display and 
demonstration of laundry equipment, 
and when the Home Service Bureau 
began semi-weekly cooking schools, 
the appliance department raised its 
General Electric kitchen up on a 
dais to heighten the display effect, 
then installed another kitchen behind 
the original. In the “back kitchen,” 
much of the food preparation work 
is done, so that the front kitchen 
will appear to best advantage during 
the demonstrations. 


Public Address System Used 


An amplifying system was installed, 
the demonstrators using lapel “mikes” 
as they work. At each session, recipes 
are passed out—recipes printed on 
good-sized sheets of thin cardboard 
that can’t be folded into the size of 
a movie ticket and forgotten 10 
minutes after the economist says, 
“That’s all for today.” 

While the main appliance display 
is on the tenth floor, Mr. Ogden main- 
tains an electrical department in the 
basement, too, to “capitalize on the 
tremendous traffic there,” and to reach 
a class of people who might not other- 
wise ever seen a Hudson appliance. 

One of the store’s windows is regu- 
larly devoted to appliances, and an- 
other window is used occasionally. 
There are three spot displays in the 
basement, and five in other parts of 
the store. At the Michigan State Fair 
recently, the store had a 150-ft. ap- 
pliance exhibit. 


11 Men Sell Refrigerators 

On the tenth floor, 11 men sell 
electric refrigerators, ranges, and 
washers, while there are 10 more men 
in the General Electric resale opera- 
tion (by Caswell, Inc., Detroit G-E 
distributor), and five selling these 
three items in the basement. Two 
men sell ironers, four sell sewing ma- 


chines, two sell lighting fixtures, and 
four sell vacuum cleaners, with a 
number of men in the Hoover resale 
operation. 

The G-E salesmen do outside work 
60 per cent of the time, the 11 range- 
refrigerator-washer men are outside 
30 per cent of the time, and the five 
from the basement store are out 20 
per cent of the time. The ironer and 
sewing machine men do floor selling 
only, but one man is employed to do 
full-time follow-up work on _ these 
products. The lighting men do out- 
side selling 75 per cent of the time, 
while the vacuum cleaner staff re- 
mains inside always, with one demon- 
strator doing full-time follow-up. 


Kind of Advertising Used 


Regarding advertising, Mr. Ogden 
feels that if the store itself does some 
institutional or “prestige” advertising, 
the electrical department can safely 
devote most of its space to straight 
selling. He believes; however, that 
some prestige advertising and copy 
on higher-priced merchandise is worth 
its cost because it heightens the 
department’s reputation for handling 
high-quality merchandise. 


Department Store 
Influence Growing, 
Asserts McIntyre 


(Concluded from Page 1, Column 4) 


a crack selling staff may show a 
good profit for the year, while a com- 
petitive concern with the same pos- 
sibilities—but with an inferior sales 
organization—may do a very unsatis- 
factory volume. 

It is often found that the store 
with a well trained sales group has 
an average unit sale of around $200, 
while the outlet with salesmen not 
so carefully chosen or trained will 
come nearer the $125 figure in the 
unit sale average. 

Manager McIntyre asserts that very 
few stores today are handling re- 
frigerators bearing their own brand 
names. “In 1932, there was a wave 
of special- and off-brand merchandise, 
but stores found that price alone 
would not sell such goods. So the 
number of outlets handling it didn’t 
just decline—it took a nosedive at the 
end of ’32. 

“In 1933, we opened many depart- 
ment store accounts in which we had 
to help liquidate stocks of off-brand 
refrigerators. They had been most 
unprofitable, yet when those stores 
began handling a nationally known 
make, their refrigerator sales opera- 
tions became successful.” 

Very few department stores today 
require their salesmen to do house- 
to-house canvassing, but most out- 
lets are insistent that their men make 
follow-ups on all good prospects con- 
tacted in the store. 

While there is undoubtedly a greater 
volume of department store refrigera- 
tor advertising now than there was 
a few years ago, many stores have 
actually cut the proportion (to sales) 
of their advertising. But while there 
may be a lesser expenditure for ad- 
vertising per unit sold, the results 
obtained are greater because of in- 
creased public acceptance. 


NRA Ruling Prevents 
Ice Plant Building 


(Concluded from Page 1, Column 5) 
fare Council, and John S. Clement, 
Philadelphia manufacturer, held that 
the appellants had not sustained the 
“burden of proving that the interests 
of the consuming public will be best 
served” by construction of a new 
plant. In the ruling on the Kings 
County Ice & Fuel Corp. case the 
board detailed: 

“The petitioner has not established 
that there is an inadequate supply of 
ice producing plants in the area 
which it proposes to serve. It has not 
shown that there has been or is any 
shortage of ice for consumption. On 
the contrary, it appears that the man- 
ufacturing capacity and the potential 
supply in the New York area is al- 
ready much greater than any con- 
sumer requirements. The appellant 
does not claim that existing prices 
are exorbitant or that it would or 
could permanently reduce them or 
render improved service.” 

The board, without passing on the 
propriety of capacity control in the 
ice code, stated that while “such re- 
strictions are unquestionably an in- 
novation in our economic and legal 
system” when covering non-public 
utility industries, “it was apparently 
the intention of Congress ... . to 
authorize provisions of this character 
to be inserted into codes. 

“Without attempting to decide 
whether the operation of the provi- 
sion in the ice code requiring a cer- 
tificate of public necessity and con- 
venience as a condition for entering 
that field of industry tends to foster 
monopolies or improperly suppress 
small enterprises, we hold that such 
facts have not been established in 
the present case.” 


Art Students Design Showroom 


DAYTON—Determined to have a 
distinctive refrigerator sales room, the 
Gas Refrigerator Sales Co., Electro- 
lux dealer here, inaugurated a novel 
contest to gain its objective. 

The contest was arranged among 
the students of the Dayton Art In- 
stitute who were interested in com- 
mercial interior decoration. An offer 
was made of three cash prizes for the 
best designs for a showroom. 

Twenty-two designs in color were 
submitted and the first two prize 
winners were Called into consultation 
to submit a final design which would 
incorporate the outstanding features 
of both designs. The two winners be- 
came so interested that they asked 
the privilege of doing the actual dec- 
oration jobs themselves. 

Final result of this activity is a 
distinctive showroom. Center panel of 
the inlaid linoleum floor is a mottled 
green surrounded by two narrow tan 
strips, enclosing a dark green strip. 
Four feet from the walls the strips 
enclose a light green strip. A mottled 
black band runs to within a foot of 
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the walls where there is a strip of 
solid black encircling the entire room. 

The lower six feet of the walls is a 
very dark blue, then in succession a 
silver stripe, a very dark blue stripe, 
another silver stripe, and a dark 
green stripe. This is surmounted by a 
yellow band on which a gas flame is 
worked at regular intervals, in blue 
and silver. Between the gas flames 
are a series of basic designs indicat- 
ing foods. 

Above the yellow are additional 
stripes of dark green and silver, then 
a 2-ft. band of light blue set off by a 
final silver stripe, completing the 
main wall design. 

The ceiling, being high, was finished 
in cream with border of the same 
shade dropped down the walls to the 
silver band, broken only by a light 
blue stripe about a foot from the 
ceiling. Into this border are worked 
designs in bright colors of meats, 
vegetables, dairy products, etc. 

The whole job done in oil paints, 
and excepting linoleum, cost approxi- 
mately $100. 


4th Essex Electrical 
League Show to 


Open Oct. 6 


NEWARK—Fourth annual electri- 
cal show sponsored by the Essex 
Electrical League will be held Oct. 6 
to 13 at 70 Park Place here. Latest 
developments in radio, refrigeration, 
appliances, air conditioning, lighting, 
etc., will be on exhibition. 

The public will see WOR radio 
stars broadcast from the crystal 
studio at the show, and other attrac- 
tions will be featured, including the 
General Electric “House of Magic.” 

J. H. Stapleton is general chairman 
of the exhibition committee, with H. 
S. Stratton in charge of program, and 
R. H. Osgood in charge of sales. 


J. J. Shriber to Represent 
Bellows Manufacturer 


BOSTON—Clifford Mfg. Co., manu- 
facturer of hydraulically formed 
metallic bellows, announces that J. J. 
Shriber has been appointed a Clifford 
factory representative for the Chi- 
cago district. Mr. Shriber has an of- 
fice at 617 La Salle-Wacker Bldg., 
221 N. La Salle St., Chicago. 


NRA Sets New Prices 


For Ice in New York 


WASHINGTON, D. C.—To_ end 
“ruinous competition” in the ice 
industry in New York City, and at 
the same time make possible the sale 
of ice at as much as $2 per ton less 
than the rate now prevailing, the 
National Recovery Administration ha3 
issued an order, setting “emergency” 
ice prices. 


Minimum prices per ton at which 
manufacturers are permitted to sell, 
are as follows: To members of the 
industry, for resale, $3.20 at the plat- 
form or $4.80 delivered; to commer- 
cial users, not for resale, $4 at the 
platform or $6 delivered; to domestic 
users, not for resale, $8 at the plat- 
form or $10 delivered. 

The delivered prices also apply in 
sales by wholesalers, loaders, dealers, 
and peddlers. Retailers may not seli 
a 100-lb. piece of ice for less than 
40 cents, nor a 300-lb. piece for less 
than $1.20. 

The order became effective Sept. 27, 
and will continue for 90 days from 
that date. 

New York City officials, by author- 
ity of a recent city ordinance, are 
empowered to rescind the license of 
any manufacturer, wholesale distribu- 
tor, or retailer in the industry who 
fails to comply with the code. 


Entertaining a Visitor from Australia 


Arch Black (left) of Melchior, Armstrong, Dessau Co., with Frank: 
Slessar, representative of an Australian refrigerator manufacturer, calls 
“room service.” Temprite’s John Wyllie was the photographer. 
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PATENTS 


Issued Sept. 18, 1934 


1,073,729. HUMIDIFYING ARRARATUS. 
Wil'red Shurtleff,Moline, Ill., assignor to 
The Herman Nelson Corp., Moline, Ill., a 
corporation of Illinois. Application June 
15, .931. Serial No. 544,453. 2 Claims. (Cl. 
937- -78.) 

j. The combination of a heating rediator 
incl: ding a hollow core having a plural- 
ity of radiating fins mounted thereon, a 


20 


’ 

n Com _ 
: SSS ai) 
Lee * 


S 


: SJ jj 
\ WSSRMAAAAAAVAAAVAAI 3) 


1,973 129 


pipe connected to said radiator, a header 
connected to said pipe, a plurality of noz- 
zles extending from said header between 
said fins and above said core, and a 
valve controlling the passage of fluid from 
the pipe to said header. 


1,973,797. REFRIGERATOR ATTACH- 
MENT. William C. Coulbourn, Suffolk, 
Va. Application Jan. 6, 1933. Serial No. 
650,492. 7 Claims. (Cl. 259—113.) 

1. Refrigerator equipment for agitating 
normally fluidal solidifiable substances, 
and comprising in combination a _ longi- 
tudinal receptacle, a cover removably fitted 
upon the receptacle, a shiftable rotatable 
screw shaft supported by the cover long- 
itudinally thereof, a power means _ in- 
cluding an electrical switch and an elec- 
trical motor arranged to rotate the screw 
shaft, an agitating element supported up- 
on the screw shaft and depending there- 
from into the receptacle, said agitating 
element including a follower for the 
threads of the screw shaft whereby rota- 
tional movement of the shaft is trans- 
lated into longitudinal bodily movement 
of the agitating element, and means to 
actuate the electrical switch upon longi- 
tudinal shifting movement of the screw 
shaft occasioned by the increased re- 
sistance offered to movement of the agi- 
tating element when the solidification of 
the substance being agitated reaches a 
predetermined value. 


1,973,880. INSULATING UNIT. Virginius 
W. Moody, Long Branch, N. J., assignor 
to Reynolds Research Corp., New York, 
rt ae 


1,973 ,880 


N. Y., a corporation of Delaware. Applica- 
tion July 15, 1931. Serial No. 550,827. 4 
Claims. (Cl. 220—9.) 

1. A heat insulating container having 


walls comprising a plurality of spaced 
apart insulating members, and a bottom 
comprising a number of spaced apart in- 
sulating members and adhesive material, 
said bottom insulating members each 
having thereabout a gutter, the lower 
edge of each of said first mentioned in- 
sulating members resting within the gut- 
ters about one of said bottom insulating 
members and said adhesive material be- 
ing in said gutters and about the edges 
of said first mentioned insulating mem- 
bers for sealing and fastening their edges 
therein. 


1,973,881. REFRIGERATING UNIT. Vir- 
ginius W. Moody, Long Branch, N. J., 
assignor to Reynolds Research Corp., New 
York, N. Y., a corporation of Delaware. 
Application May 13, 1932. Serial No. 
611,094. 17 Claims. (Cl. 62—91.5.) 

1. A refrigerating unit comprising a 
storage compartment provided with walls 
impervious to the passage of heat and an 
opening to said compartment, in combi- 
nation with a refrigerant chamber having 
walls resistant to the passage of heat 
and an opening to said chamber, a cover 
of heat insulating material for said 
chamber opening, and heat conductive 
members connecting the inner and outer 
surfaces of said cover, said refrigerant 
chamber being adapted to seat within 
said compartment opening exposing said 
chamber cover to the interior of said 
compartment, the heat conducting mem- 
bers being adapted to conduct heat from 
the interior of said compartment. 


1,973,949. COMPRESSOR. Wilfred Four- 
ness, Oakland, Calif., assignor to Four- 
ness Development Corp., Ltd., New York, 
N. Y., a corporation of New York. Appli- 
cation Jan. 30, 1933. Serial No. 654,185. 
14 Claims. (Cl. 230—175.) 

1. In a compressor mechanism, an oscil- 
lating cylinder block, a piston arranged 
to reciprocate in the cylinder, means 


1,973 949 


forming a contacting seat for the cylin- 
der, said means having a contacting seat 


.for the cylinder, said means having an 


inlet port and an outlet port, covered and 
uncovered by the oscillatory movement 
of the block, said means also having a 
cylindrical surface that guides the os- 
cillatory motion of the block, and means 
urging said seat forming means and 
block together. 


1,973,981. AIR COOLER. George S. Hall, 
Chico, Calif. Application Aug. 4, 1933. 
Serial No. 683,633. 4 Claims. (Cl. 257— 
214.) 

2. An air cooler comprising a row of 
spaced liquid circulating cooling units, an 
open ended casing in which said cooling 
units are mounted and engaging the peri- 
pheries of the cooling units, means to 
force air lengthwise through the casing, 
and means to circulate water into the 
bottom and out of the top of the cooling 
units, said cooling units including vertical 
zigzag passages whereby the coldest water 
of the upwardly rising flow will be 
thrown against the sloping walls of the 
passages to exert a maximum cooling ef- 
fect on the air forced past and con- 
tacting with the walls of said passages. 


1,974,025. ICE SHAVER. Kenneth R. 
Harmon, Norfolk, Va. Application May 
24, 1932. Serial No. 613,304. 7 Claims. (Cl. 
83—62.) 

1. An ice-shaver comprising a casing 
having an inlet for the ice to be shaved, 
and an outlet for the shaved ice, the cas- 


a 
LIBERAL 
REWARD 


A LIBERAL reward will be paid 
for information leading to proof of the ex- 
istence of air-conditioning systems prior to 
May 3, 1918 in which air, by-passed around 
a dehumidifier, was mixed with conditioned 
air and delivered directly to a room; or prior 
to December 22, 1922 in which automati- 
cally varied volumes of dehumidified air and 
unconditioned recirculated air were mixed. 

Address: 


G. K., P. O. Box 187, Madison Square Station 
New York, N. Y. 


ing comprising oppositely-disposed first 
and second side plates, the first side plate 
having an outwardly projecting tubular 
bearing provided with a bore, the bear- 
ing being supplied at its inner end with 
a recess of larger diameter than the bore, 
a bushing in the outer end of the bore 
and provided with a _ laterally-enlarged 
head engaging the outer end of the bear- 
ing, a shaft journaled in the bushing, a 
securing device removably mounted on 
the outer end of the shaft and engaging 
the head of the bushing, a cap covering 
the securing device and removably 
mounted on the head of the bushing, a 
rotor in the casing and including a hub 
secured to the inner end of the shaft 
and engaging the bearing, within the re- 
cess, the hub and the securing device 
constituting means for holding the shaft 
against endwise movement, but for rota- 
tion, in the bearing, the inner end of the 
shaft being spaced from the second side 
plate, ice-shaving means carried by the 
rotor, and means for rotating the rotor. 


1,974.048. METHOD OF MANUFAC- 
TURING BLOCK ICE AND PRODUCT. 
Crosby Field, Brooklyn, N. Y., assignor, 
by mesne assignments, to Flakice Corp., 
Wilmington, Del., a corporation of Dela- 
ware. No drawing. Application Dec. 24, 
1929. Serial No. 416,295. 7 Claims. (Cl. 62 
—172.) 

1. As an article of manufacture, a block 
of ice formed by subjecting to a freez- 
ing temperature a mass of substantially 
conchoidal fragments of sheet ice in the 
presence of sufficient water to fill the in- 
terstices therebetween. 


1,974,121. CONTROL DEVICE FOR A 
HEAT TRANSFER SYSTEM. Wulff 
Berbelius Normelli, Berlin-Charlottenburg, 
Germany. Application Dec. 16, 1932. Serial 
No. 647,668. In Germany Dec. 19, 1931. 
3 Claims. (Cl. 62—5.) 

1. A system for the transfer of heat, in 
which an auxiliary liquid is maintained 
in circulation by alternate evaporation 
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1,974,121 


and condensation, a storage tank for the 
reception of the said liquefied auxiliary 
medium, an overflow rigidly connected to 
said storage tank, a bellows connected 
with said storage tank, and means for 
causing said bellows to change the level 
of said liquid contained in said storage 
tank. 


1,974,145. AIR CONDITIONING. Harold 
Vv. Atwell, Bayside, N. Y., assignor to 
Standard Oil Co., Chicago, Ill., a corpora- 
tion of Indiana. Application June 30, 1932. 
Serial No. 620,117. 6 Claims. (Cl. 183—120.) 

1. The process of conditioning air, com- 
prising subjecting the air to direct con- 
tact with a non-volatile mineral oil which 
is at a temperature below the dew point 
of the air, and removing’ separated 
moisture in contact with the oil. 


1,974,146. CUBE TRAY HEATING UNIT. 
Arthur A. Barnes, Philadelphia, Pa. Ap- 
plication Dec. 15, 1930. Serial No. 502,569. 
2 Claims. (Cl. 62—108.5.) 

1. In combination with a chilling unit 
having tray shelves and ice cube trays 
disposed on said shelves, an_ electrical 
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1,974,146 


heating unit comprised in each shelf to 
break the frozen bond existing between 
the tray and the shelf, an electrical ener- 
gizing source for the heating units, and 
a switch between the source and each 
heating unit and yieldingly impelled to 
open position to be manually retained in 
closed position to energize each heating 
unit. 


1,974,244. AIR CONDITIONING. Wil- 
liam H. Lapp, Ames, Iowa. Application 
Dec. 31, 1931. Serial No. 584,250. 7 Claims. 
(Cl. 257—8.) 

1. In apparatus of the character de- 
scribed, a chamber, underground pipes 
having an inlet communicating with said 
chamber at one end thereof and an outlet 
communicating with the chamber at the 
other end of said chamber, a box com- 
municating with said outlet pipe, a power 


driven fan rotatably mounted in the open 


end of said box, a heating coil disposed 
within said box adjacent the outlet of 
said pipe, an adjustable deflector secured 
to said box adjacent said fan, and ther- 
mostatically controlled heating means for 
supplying a heating fluid to the coil 
within said box. 


1,974,317. REFRIGERATING MACHINE. 
Christian Steenstrup, Schenectady, N. Y., 
assignor to General Electric Co., a corpo- 
ration of New York. Application April 8, 
1933. Serial No. 665,145. 4 Claims. (Cl. 
62—115.) 

1. A refrigerating machine including a 
compressor casing, a plurality of heat 
radiating fins secured to said casing, a 
metallic shell surrounding said casing and 


fins and secured to said fins, a second 
shell surrounding and in contact with 
said first named shell having a portion 
extending above said casing and having a 
helically corrugated lower portion form- 
ing a refrigerant condenser between said 


1,974,317 


shells, and means including a motor driven 
fan arranged above said casing for pro- 
ducing a circulation of air around said 
fins and past said condenser to cool said 
condenser and said casing. 


REISSUE 

19,322. REFRIGERATION. Chelton H. 
Tanger, deceased, late of Evansville, Ind., 
by Servel, Inc., New York, N. Y., a corpo- 
ration of Delaware, assignee. Original No. 
1,873,508, dated Aug. 23, 1932. Serial No. 
474,152, Aug. 9, 1930. Application for fe- 
issue July 19, 1934. Serial No. 736,110. 
17 Claims. (Cl. 62—108.5.) 

14. A device for forming ice including a 
lower metal member and an upper mem- 
ber of flexible non-metallic material, said 
upper member having depending parti- 
tion forming projections of flexible non- 
metallic material. 


Georgia Power Co. 


Compiles Rules for 
Mail Advertising 


ATLANTA — Rules for compiling 
effective direct-mail advertising lists 
from prospect lists as set forth by 
Georgia Power Company are as fol- 
lows: 

“1. List only names of those per- 
sons who are prospects for what you 
have to sell. Don’t go by hearsay. 
The best prospects are those with 
whom you have had at least one in- 
terview. 

“2. Don’t guess at the spelling of 
a name. If it’s spelled ‘Smythe,’ then 
don’t spell it ‘Smith.’ 

“3. Take care to write down the 
exact initials. Don’t include the pros- 
pect if you don’t know his or her 
initials. 

“4, Always indicate the correct pre- 
fix to your prospect’s name—whether 
Mr., Mrs., Dr., Rev., or Miss. 

“5. If there is home delivery of mail 
in your town, don’t just write ‘Cherry 
Street, but make it ‘1065 Cherry 
Street.’ 

“6. Indicate the name of the town 
in which your prospect lives.” 

In preparing commercial prospect 
lists Georgia Power says: 

“1. Don’t abbreviate like this—‘Wm. 
Spgs. Found.,’ as this may mean 
‘Warm Springs Foundation,’ or it may 
mean ‘Wm. Spiegler’s Foundry.’ 

“2. Don’t include the prospect un- 
less you can give the name and in- 
itials of the buyer or person to whom 
the direct mail should go.” 


200 Enroll for Boston 
Air Conditioning School 


BOSTON—Fifteen states are now 
represented by men enrolled in the 
University Extension home study 
course on air conditioning which was 
added last year by the Massachusetts 
Department of Education to its cor- 
respondence subjects. 

Students from as far west as Salt 
Lake City, Utah, and Sacramento. 
Calif.. and from Ashville, N. C., and 
Brunswick, Ga., have enrolled for the 
course. 

Also approximately 200 have en- 
rolled in an evening lecture class on 
air conditioning organized by State 
University Extension at Massachu- 
setts Institute of Technology. 

The report of the standards unit of 
the Consumers Board states that pres- 
ent descriptive terms “consist largely 
of superlatives piled up to such an 
extent as to make it entirely unsafe 
for a consumer to take them at face 
value, else he would be misled into 
believing the goods to be of a much 
higher quality than they actually 
are.” 


McPherson Will Head 
U. S. Rubber Division 


NEW YORK CITY—H. A. Everlien, 
sales manager, mechanical goods divi- 
sion, U. S. Rubber Products, Inc., has 
announced the appointment of H. S. 
McPherson as manager of mechanical 
sales in the St. Louis district. 

Mr. McPherson, who has been with 
the company for over 15 years, was 
formerly in charge of mechanical 
sales in the Boston district. 

W. G. Mueller has been promoted to 
managership of mechanical sales, Bos- 
ton branch, U.S. Rubber Products, Inc. 
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CURTIS REFRIGERATION 


Units to fit every need 


CuRTIS, one of the oldest 
compressor manufacturers, 
offers one of the most com- 
plete lines of refriger- 
ating units—1/6th to 
2 H.P. air cooled; 

1/3rdto5H.P.water 


CURTIS 


cooled—reflecting 80 years 
engineering, designing and 
manufacturing experience. 


80 
SUCCESSFUL 
YEARS 
ESTABLISHED 


1854 


Curtis Refrigerating Machine Co. 
Division of Curtis 
1912 Kienlen Ave., St. Louis, U. S.A. 
518H Hudson Terminal New York City 


ig 


UDELL 


Some desirable terri- 
toriesare still openfor 
reliable distributors. 
Write for details. 


ufacturing Co. 
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STATISTICS 


World Sales of 18 Makes Total 
79,705 Household Units 
For August, 1934 


The following 18 member companies of the Refrigeration Division of the National 
Electrical Manufacturers Association (Nema) reported sales for August, 1934: Crosley 
Radio Corp., Frigidaire Corp., General Electric Co., Gibson Electric Refrigerator Corp., 
Kelvinator Corp., Leonard Refrigerator Co., Norge Corp., Servel, Inc., Stewart-Warner 
Corp., Sunbeam Electric Mfg. Co., Uniflow Mfg. Co., Universal Cooler Corp., and 
Westinghouse Electric & Mfg. Co. Member companies not reporting included: Apex 
Elec. & Mfg. Co., Jomoco, Inc., Merchant & Evans Co., and Sparks-Withington Co. 
The sales of the reporting companies do, however, include units manufactured for the 
following concerns: Major Appliance Corp., Montgomery Ward & Co., Potter Refrig- 
erator Corp., Sears, Roebuck & Cc., and Truscon Steel Co. 


Quantity of 
HOUSEHOLD Domestic Sales Canadian Sales (Other Fore Sales 
Lacquer (Exterior) Factory Factory » to States and Household 
Cabinets with Systems Quantity Value| Quantity Value! Quantity Value | Territories Low — 
1. Under 4.00 cubic feet.. 7,644 $ 398,083|* 26 $ 1,300 _ 399 ee) ee eens pres 
2. 4 to 4.99 cubic feet.. 15,410 994,226 19,118) 3,260 223'968 PIONS ccd b veer de seese es seeee sa vane 
3. 5 to 5.99 cubic feet.. 8,849 740,655 218 17,096} 1,019 BEI7R | ATKANEAS ...cccisccvsveesscesecceces 543 
4. 6 to 6.99 cubic feet.. 6,056 567,553 137 12,697 4 43,062 Fe EG ee eet ee eee 4,697 
5. 7 to 7.99 cubic feet.. 9,711 1,079,642 94 11,322 549 62,259 Colorad 526 
6. 8 to 9.99 cubic feet.. 951 112,199 787 76 CBG | CONOTREO ..22ccresecrcererovssocesers “i 
7. 10 to 12.99 cubic feet.. 60 12,386 17 3,569 | Connecticut .......+++eeeeeeeeeeeeees 1,092 
8. 18 to 24.00 cubic feet.. 21 5,006 235 DS TTT rere eo 144 
9. Total Lacquer ......... 48,702 3,909,755 772 62,320) 5,777 449,117 District of Columbia.............+-- ped 
rr fe eae? ee ree 1,312 
Potoslain (Exterior) COOPBIA. cic dace cciaccsdavedsseseeenas 3,512 
Cabinets ~— Systems , Tah ie 159 
10. Under 4.99 cubic feet.. 1,414 118,346 1 88 455 $7,008 ee FREE EORESE SED IESS SEDKER REI OM 
11. 5 to 599 cubic feet.. 688 64,893 2 349 234 eT | THIRGIN ii ciacsoes cousesdaoeseeeseees 4,982 
22 6 to 6.99 cubic feet.. 2,141 246,094 ; 457 488 55, pd SI. ic-colcs oR TETE TIESTO OE TS 1,666 
13. 7to 7.99 cubic feet.. 3,665 450,572 4 523 279 34, I 701 
14. 8 to 9.99 cubic feet.. 1,463 227,057 1 170 257 36, #30 Pe 540 E seF eth sh TVET ERT Ee Ke ee EES 70 
15. 10 to 12.99 cubic feet.. 410 74,081 2 165 28,891 | Kansas ........eeeeeeee eens eereeees 5 
16. 18 to 24.00 cubic feet.. 267 62,920 Sibi pale 25 7,037 BEONGUCKY oc ccc ceccctcccescesscene 749 
17. Total Porcelain ........ 10,048 1,243,963 14 1,967| 1,903 223,016 — see eeeeeeeeeeeeeees teneees = 
Ree ere ety Cen eee eT Tre 
i* Fy a ey ° legal a ibe a ete Lead 64,287 rae trig 4 Maryland .......eseeseeeecestecerees 1,234 
. separate Systems ...... A ,d2 tian eden A +e e 
20. Separate Household Massachusetts Lanehte ra Veiousesssaere pees 
Low Sides ............. 263 5,304 54 701 425 8,726 | Michigan .......s..ssccccccescvevees : 
$1. Total Lines 18, 18, 20... 66,108 .. .-- 840 -++-| 10,757 gy nent 707 
22. High Sides, 4 hp Mississippi ibs assoc heeaCurIaeeeawes 537 
a eae reer 505 28,025 52 3,013 842 49,208 | MiSSOUTI .........eeeeeeeeeeeeeeeeeee 1,867 
oS. Labeatis— No Systems... 66 6,451) .... 7 4 BE) MR i cscascinasceneienvecsoesns 209 
viet ec atcaceemren dl ah a es 904,618 PROWTOMED nck siv orc cercsesccvsesece 489 
COMMERCIAL NN Saiivcedaredieernidreeenseer'es 59 
25. Water Coolers with New Hampshire .........-.eeeeeeees 291 
. Water Coo 
SUI ION. ck ccctsceeeee 1,693 163,162 1 92 40 3,937 New Jersey cated wleebheeakes <= 
26. Water Coolers with TO AROD 5. .h.05ssahaasesberesancs 
No High Sides......... 105 5,511 eee eee 3 BGO | WOW TOPE kvccccctccvcccccsccsesecs 9,593 
SS ae inden. 267 37,467; 10 1,346] 131 17,00a | Mer Carctina ss ae 
wi ig ae , ; 7,062 North Carolina .....+.++++++++0 
28. Ice Cream Cabinets North Dakota .........eeeeceeeseers 109° 
with No High Sides.... 388 37,964 4 425, 41 RM ee ovcyckesyudascsketanees 3,680 
29. Beverage Coolers with ja a —_ 733 
BE, TOE is ce6e esses 1,197 88,929 9 706 14 hE ie 2 MR llamada adalat 369 
30. Beverage Coolers with NEE, cli decvevckvoeensspingseretes 
No High Sides ........ 251 16,787 1 55 ? 827 | Pennsylvania .........c0sscceceececs 4,716 
31. noe ps aa with 140 90.006 Rhode Island . 369 
i Oe rr Te A adie . cr 14 oe | Se See shone ror eeeseoses rene 
32. Room Cools with a South Carolina ....cccccccscecscevcese 342 
Ag RE 243 30,893}... or 2,618 | South Dakota ........0.0ssceceseees 125 
gry . TORRORIES oike cer cicessceeracveeoeds 1,833 
83. % to % hp. Inel........ 1,981 176,690 45 3,875} 1,677 Se Ser eee 3 937 
34. Above 4% tol hp. Incl... 1,551 179,683 24 3,077] 466 BL564 | TOXAS ...ccceecsccecceccecccsesceecs : 
35. Above 1 to 5 hp. Incl... 969 155,439 15 2,916 94 17,283 BREE hn cy dn wt ies carer ewabeioaad¥® 209 
36. Above 5 to 16 hp. Incl 45 22,792. rae 65a 9 fae as 
87. Above 10 hp. ........... 17 Sl a worth eee Th MOMONE so. cscverdhodcs¥oueersadrees 5 
d=» dpbnten EEE nv socasnseinianadibesootenans 813 
SS - ePer aa rr 84 2,246 
39. Total Lines 25, 27, 29 Washington .....cccccccccccsscovecs 570 
. To es 7 
31, and 38 ........ ices. Ms aks 104 2,445 SE ED, 5s csicnseciasvaccnvastes 453 
40. Extra C ial WIDDOMII. svc cc cc ccacerscseccecenes 818 
. Extra Commercia ‘ 
"3: eer 4,343 145,870} 165 4,880} 1,270 39,196 | Wyoming ........eseeeeeeeeeeeeeees 81 
41. Miscellaneous Cases Total United States ............+5.. 68,108 
on nl REE = — - acd 7 1,891 Total Canada ...ccccccccccccccescees 840 
42. Total Commerocial.......  ..... 1,116,186 19,922 275,161 Other Foreign (Including 
43. Totals—Household and U. S. Possessions) .......esserees 10,757 
Commercial ............ sss: $6,697,566 $ 87,923 $1,199,973 | Total for World .............-+.+55 79,705 


Sales to Dealers 
Show Increase 
In 4 States 


Although sales to distributors and 
dealers in the United States during 
August showed a drop off of about 
33 per cent from the July figure of 
101,511 units, increases were reported 
for the states of Alabama, California, 
Idaho, and Texas. It is interesting to 
note that these four states represent 
the South, Far West, Mid West, and 
South West, respectively, no two be- 
ing in the same territorial section. 

The per cent of decrease in world 
sales was considerably less than that 
for the United States as exports to 
Canada and other foreign countries 
showed an increase of 18 per cent 
over July. The export figure of 11,597 
is the highest reported for Nema 
companies in any month of the cur- 
rent year. 


Distributor & Dealer Inventories for August, 1934 


U. S. INVENTORIES 


Comparative Sales by Months for 1933-34 


1933 
Monthly __ Monthly Cumulative 


Sales Sales Sales Sales 
January Totals . 39,100 39,100 19,400 19,400 1,900,600 
Nema Only ...... 34,514 34,514 16,351 16,351 1,400,000 
1,300,000 
February Totals ... 84,900 124,000 36,200 55,600 avousr 1,200,009 
Nema Only ...... 75,007 109,521 30,422 46,779 your erie 
March Totals ...... 153,300 277,300 59,200 114,800 sous 1,009,000 
Nema Only ...... 135,470 244,991 49,823 96,596 900,000 
may 
April Totals ....... 262,600 539,900 127,400 242,200 tee 
Nema Only ...... 232,124 477,115 107,182 203,778 vee 
May Totals ........ 276,100 «816,000 208,200 450,400 aus 500,000 
Nema Only ...... 244,178 721,293 175,119 378,897 400,000 
MARC! 300,000 
June Totals ....... 192,900 1,008,900 208,700 659,100 . eae 
Nema Only ...... 170,544 891,837 175,550 554,447 resecasy og 
JAN, 
July Totals ........ 125,900 1,134,800 127,300 786,400 wad 
Nema Only ...... 111,313 1,003,150 107,081 661,528 
August Totals ..... 90,200 1,225,000 98,100 884,500 J 
Nema Only ...... 79,705 1,082,855 82,495 744,023 ; 5 


The above tabulation shows sales to distributors and dealers by all 
industry manufacturers in comparison with those by members of the 
Refrigeration Division of the National Electrical Manufacturers Association 
(Nema). Sales by months and also cumulative totals are shown for both 
groups for 1934 and 1933. 

The thermometer-type chart pictures the point reached by all-industry unit 
sales of household electric refrigerators in the various months of 1934. 


BUYER’S GUIDE 


MANUFACTURERS SPECIALIZING IN SERVICE 
TO THE REFRIGERATION INDUSTRY 


SPECIAL ADVERTISING RATE (this column only)—$12.00 per space. 
Payment is required monthly in advance to obtain this special low rate. 


Minimum Contract for this column—J3 insertions in consecutive issues. 


A NEW COMPACT VALVE 


Model 73-R Solenoid Valve, built to meet the 
exacting demands of the Refrigeration and Air 
Conditioning Industry. Drop forged body—heavy 
stamped cover, crackle finish. Easily installed, 
small and neat in appearance. Impact type plunger. 
For use with Freon, Methyl Chloride and similar 
installations. Can also be supplied for the control 
of water. Working pressure 200 lbs. 5/32” port. 
Write for details. 


AUTOMATIC PRODUCTS CO. 
121 N. Broadway Milwaukee, Wis. 


“KRAMER UNIT COOLERS | 


Manifolded 
for FREON 


and for a greater than 20° differential 
between air and refrigerant 


Send for New Literature 


TRENTON AUTO RADIATOR WORKS 
Main Offices and Factory, TRENTON, NEW JERSEY 
NEW YORK, 210-212 West 65th Street PITTSBURGH, 5114 Liberty Avenue 


POSITIVE COLD CONTROL@FOAM CONTROL@ AUTOMATIC CONTROL@SAFE ® 


Sell this big aid to 
Better Business 


eeoponpere who serve their beer at exactly the 
desired Sey a Pd at all times are getting the 
bulk of the business these days. Because it enables 
them to dispense beer in any quantity, at any set 
temperature, the Radial Dual Control Beer Cooler 
materially aids dispensers in building up a profit- 
able patronage. Push the Radial Dual Controlled 
Beer Cooler now—you'll find your prospects en- 
— over its remarkable advantages. Write 
oday 


COMMERCIAL COIL & REFRIGERATION CO. 
455 N. Artesian Ave., CHICAGO 


® INSTANTANEOUS INDIRECT COOLING@ WIDE CAPACITY RANGE@COMPACT 


: 
‘ 
: 
: 
F 


@ IVOINONOOS © SZ TEIrxa1Ts 


HOUSEHOLD Pactory, Branch & Warehouse Distributors Dealers 
Lacquer (Exterior) actory Factory Factory; Production 
Cabinets with Systems Quantity Value} Quantity Value/ Quantity Value Quanti 
SE, EE A es oc aes bcd eeernseanees 5,291 $ 295,691 1,959 101,183 502 25,584 13,04 
2 ge eS aa ere 33,524 2,292,515 13,405 $ 868,468 11,022 . 706,620 $670 
3. ee ee SE Ey Ania bth 4 05.6.3.000:0-8 34,011 2,908,909 2,560 1,028,110 8,872 712,304 17,451 
4. Pw £2 Serer err 21,180 1,954,859 7,159 680,042 7,749 685,930 1,749 
Se oe! ee” eee err ere 24,818 2,956,961 6,012 681,888 5,214 616,171 14,852 
6. 8 to 9.99 cubic re 602,244 930 114,679 1,636 187,374 485 
7. 10 to 12.99 cubic 124,660 107 20,702 62 11,950 
‘a ee een ere 130 17,163 52 12,381 5 1,291 
eet TERT Te 124,717 11,153,002 *48,777 *3,991,675 35,062 2,947,224 *57,799 
Porcelain (Exterior) Cabinets with Systems 
eo ee. 2 UC ES eee ee 2,202 1,012,479 1,605 140,500 2,098 174,392 14 
ll. 5 to 5.99 cubic feet Ses Sapna o es On aie bes 44 8 2,972 319,904 1,151 120,332 331 33,533 714 
ie Se! ee Oe errr rere 6,736 772,350 3,653 427,501 3,595 410,063 286 
Bo Sk, BO MOE DOU vaca cicercctsecuceees 12,515 1,645,637 4,015 537,718 527 588,135 1,003 
i ee, MN. ca cones eikee ences ers 6,687 48,772 1,956 298,540 1,846 267,750 1,323 
i Or Ce es ch ckpwics eee eeeceess 961 171,413 426 82,529 538 98,002 115 
ee BS ee 1,649 364,199 84,564 202 47,216 45 
iStock en ea vee iebesa0Es ss 43,722 5,234,754 *16,798 *2,067,233 13,137 1,619,097 *3,850 
eS Re rere 168,439 16,387,756 *65,575 *6,058,908 48,199 4,566,321 *61,649 
ee ec ictkecbintdocderesves 23,501 p ie 181, "286 en. «6038 |. eames 19,836 
20. Separate Household Low Sides............. 8,032 123/304 289 5,495 125 2,140 5,121 
a ee a eS rere eee ae 00)—té«C *65,91B = = —§ neon. 48,394 qj = 9 ase. J 
ee ae Serre 1,155 62,030 11,297 78 4,221 5,448 
bb RUE —"EtO BROOD oo vcces cc tsccccvcesce 1,835 1,601,895 41 3,524 15 1,359 ,288 
cc vole cekeeesstenssseeehae + 608 es 19,356,771;  ..... *6,083,274, ..... 4,574,041 
COMMERCIAL 
. Water Coolers with High Sides.-........... 6,075 520,292 2,110 208,309 437 38,879 1,007 
. Water Coolers with No High Sides......... 385 20,634 108 5,683 19 964 126 
. Ice Cream Cabinets with High Sides....... 884 122,977 0,098 129 104 
. Ice Cream Cabinets with No High Sides.... 2,105 279,363 183 22,391 12 ,430 
. Beverage Coolers with High Sides......... 1,369 108,895 225 14,683 224 13,826 1,591 
. Beverage Coolers with No High Sides..... 759 47,880 290 11,326 59 4,556 P 
. Room Coolers with High Sides............. 1,879 526,578 243 53,125 155 31,662 
. Room Coolers with No High Sides......... ,962 461,979 241 25,964 9 7,482 98 
33. Extra High Sides 44 to % hp. Incl......... 8,558 762,337 1,384 118,029 336 27,241 4,388 
. Extra High Sides above % to 1 hp. Incl..... 2,972 378,951 1,172 157,236 297 37,791 809 
. Extra High Sides above 1 to 5 hp. Incl..... 2,896 593,294 914 182,167 182 881 327 
. Extra High Sides above 5 to 10 hp. Incl..... 131 77,824 13 7,979 1,112 15 
. Extra High Sides above 10 hp.............. 114 ee) lite 0UdUlt—“i‘“‘i‘“‘ CU UCUC(‘(<‘é 47 
Total Lines 33, 34, 35, 36, amd 37........... — —=—(ftfr 3.506 = cccee Sy ewes *6,283 
Total Lines 25, 27, 29, 31, and 38........... | eee Sp #3 8  eesve rs *9,038 
Extra Commercial Low Sides .............. 21,932 641,580 3,337 120,572 757 21,105 1,721 
Miscellaneous Cases and Cabinets.......... 759 217.654 164 51,175 1 8,580 25 
EE nck ees GRScCRcshagackS6eees veges 4,867,742; ..... er 232,633 e 
Total—Household and Commercial..........  ..... $24,294,513'  —«...... ;7,07T2,0lL i... ss $4,806,679 


*These totals are not the sum of the breakdown figures as two companies do not report on individual items. 


STARR FREEZE 
OUTSTANDING PERFORMANCE 


attested by satisfied users 
— EVERYWHERE! 


Sturdy Condensing Units from 80 to 2868 Lbs. 
I.M.E., and all other commercial refrigeration 
equipment—Wall type cases with machinery—A 
beautiful household line of modern, conservative 
styles—Write for full data. 


THE STARR COMPANY 
Richmond, Fs vy mean 


1344 S. Flower St., Los Angeles, Calif. 


NOTE EXPANSION be 4 IN HEAD Ps i E N RW 


F CAM LEVER 
Flaring Tool 


A slight turn of = expansion 
screw in clamping lever com- 
pensates for wear on cam face. 
Speedy and rugged. Has carbon- 
ized hardened clamping blocks. 
Adjustable cam lever exerts great- 
est pressure opposite tube. For 
1/4, 5/16, 3/8, 1/2 and 5/8-in. 
tubing. 


HENRY VALVE CO. 


Specialized Valves & Fittings for Re ration 
1001-19 N. Spaulding Ave., cago 


Since 
1927 


Style EW—Water Cooled 
With Water Cooled Head 


WRITE FOR BULLETINS DESCRIBING 
HENRY REFRIGERATION SPECIALTIES 
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QUESTIONS 


laception of the “Shelvador’ 


No. 1870. (Canada)—“I am writing 
you to obtain some information con- 
<erning designs of refrigerator doors, 
especially with regard to storage 
spaces or shelves placed on the in- 
ner sides. 

“Tf you will be so kind, I should 
like to know when such shelves, or 
storage spaces, were first built in re- 
frigerator doors, and also by what 
company were they originally manu- 
factured. It is immaterial how large 
a refrigerator first incorporated this 
feature as any size, ranging from the 
smallest to the largest commercial re- 
frigerating room made, would be sat- 
isfactory. 

“If you can advise me of a specific 
machine made some years ago, or 
forward a catalogue containing de- 
tails of such a refrigerator, it would 
be of great assistance.” 

Answer: The original patent on a 
refrigerator door with shelves built on 
the inner side was applied for by 


Frank West of Detroit and assigned 
to the Crosley Radio Corp. of Cin- 
cinnati, Ohio. The first refrigerators 
embodying this construction feature 
were built by the Crosley company 
late in 1931 and introduced in Jan- 
uary, 1932. This is the principal fea- 
ture of the present Crosley “Shelva- 
dor” electric refrigerator. 

The same door construction is 
available in Canada in a refrigerator 
known as the “Hostess,” manufac- 
tured by the Service Station Equip- 
ment Co., Toronto, Ontario, Canada. 


New Cabinet Manufacturer 


No. 1871 (Manufacturer, Ohio)—- 
“We understand that there is a new 
concern starting to manufacture cabi- 
nets in Three Rivers, Mich. 

“We wonder if you know of this 
concern, and if so please give us the 
name and if possible the person with 
whom we should get in touch so we 
can write them at once.” 

Answer: We have received no in- 
formation regarding a new company 
manufacturing refrigerator cabinets 
in Three Rivers, Mich. We have made 
a check of companies operating in 
this vicinity and find two concerns 
which might. possibly be equipped to 
enter this field. These are Pugsley 
Mfg. Co. and Eddy Paper Corp., 


PEERLESS FLASH COOLER 


The NEW Eye Appealing 
Method of Cooling Walk- 
In Refrigerators 


ASTYLE & RESULTS 


Fin Coils and Drip Pans Engineered in an Integral 
Unit—Saves Installation Cost and Operating Cost 


PEERLESS ICE MACHINE CO. 515 W. 35th St. Chicago 


DAYTON 


VeBELTS — 


@ There is a Dayton V-Belt for all 
makes and types of refrigerators. 
A stock is available near you. 
Send for price list and name of 
your nearest distributor. 


THE DAYTON RUBBER MFG. CO. 
DAYTON, OHIO 


The world’s largest manufacturer of V-Belts 


SHAFTS e e e Crank and Eccentric 


for Compressors, 
made to YOUR 
Specifications. 


156 N. Milwaukee Street 


MODERN MACHINE WORKS, INC. 


Specializing in the Manufacture of SHAFTS 


Manufacturers— 
Send Blue Prints 
for Quotations. 


Milwaukee, Wisconsin 


THE TRADEMARK OF FOUR 


SETTERS 


IN COIL EFFICIENCY 


RACKS p A C F 
KOILS S UR -E-FEX 
FA N-E-FEX 
HUM.-E-FEX 
K A: Le AI R-E-FEX 


ssa 


Fin Coils 

Diffusing Units 
Non-Dehydrating Coils 
Air-Conditioning Units 


. SEND FOR NEW CATALOG DESCRIBING 
Hitt aesua THESE SENSATIONAL DEVELOPMENTS 


id REFRIGERATION APPLIANCES, INC. 


H. J. KRACKOWIZER, Pres. 


1342 WEST LAKE ST., CHICAGO~ 


KASON 


Refrigerator 


HARDWARE e 
a - 


Kason 


K-40A 


famous patented Micrometer strike for hairline 
offset adjustments and the Nees Forged Brass 
construction rank foremost 

refrigerator hardware. 
for every refrigerator need. 
Write for literature. 


KASON HARDWARE CORPORATION 
61 Navy St., N. 


Refrigerator Latches featuring the 


the field of 
There is a Kason Lock 


Samples on approval. 


Brooklyn, 


an Paap 


1934 Refrigeration Directory 
and Market Data Book 


A complete list of manufacturers of refrigeration systems, equipment, parts, 
materials, supplies, production and service tools, related products, companion 
merchandise, material handling and delivery equipment, and other devices and 


services used by the industry. 


Also detailed specifications of all models of all 


makes of household and commercial refrigeration equipment and all available 
statistical data on past sales of refrigeration equipment and the potential future 


PRICE $3.00 PER COPY 
Business News Publishing Co., 5229 Cass Ave., Detroit, Mich. 


market. 


Pea eat ey 


both of Three Rivers. 

It is just possible that you may 
have in mind the Hamilton Mfg. Co., 
Two Rivers, Wis., which has been 
active in the refrigerator cabinet 
business within the last two years. 


Forced Convection Coolers 


No. 1872 (Dealer, California)— 
“Please advise what system you would 
recommend for market equipment, 
this is to be used in show cases and 
walk-in boxes. Do you advise the 
forced-draft system or the natural 
direct-expansion coils? 

“Would the forced-draft system of 
the Fredericks show cases have a 
tendency to dry out. ;meat? 

“It is impossible-"for us to get 
accurate first-hand information on 
this line, any information you could 
give us would he’ ‘appreciated.” 


Answer: Both forced convection 
coolers and finned type coils are be- 
ing used successfully for walk-in 
coolers and refrigerated display cases. 
Being a newer development, forced 
convection coolers have involved a 
number of new problems which re- 
frigerating engineers are studying. 

Excessive dehydration was one of 
the problems with forced convection 
coolers, but the engineers have found 
that this can be prevented by avoid- 
ing high velocities of the air, provid- 
ing ample surface in the cooling coil 
so the refrigerant temperature need 
not be too low, and by proper bal- 
ancing of the refrigeration load. 

One of the best articles on forced 
convection cooling was one by M. C. 
Terry, manager of the commercial 
application department of Kelvinator 
Corp., which was published in Aug. 
15 issue of ELEcTRIC REFRIGERATION 
NEWS. 


Universal Cooler Controls 


No. 1873 (Distributor, Canada)— 
“During August we wrote you asking 
if you could put us in touch with a 
firm which could give us Universal 
Cooler parts. In reply you advised us 
to get in touch with the Universal 
Cooler Corp. in Brantford, Ontario. 

“We were in touch with the Uni- 
versal Cooler Corp. who referred us to 
their Montreal distributors, McDonald 
& Wilson Co., from which firm we 
are unable to get parts for some 
reason quite unknown to us. 

“What we require are Cold Controls 
and we would appreciate your letting 
us know the name of some American 
independent concern which carries 
these parts.” 

Answer: Ordinarily, the Universal 
Cooler Corp., has been quite liberal 
in furnishing replacement parts for 
their machines. We have talked by 
telephone to Mr. F. J. Gleason, secre- 
tary of the Universal Cooler Corp., 
who suggests that you communicate 
with Mr. Dan Robertson, general 
manager of Universal Cooler Corp., 
Brantford, Ontario, Canada. 

However, if you cannot secure the 
controls through the usual channels 
of the Universal Cooler Corp., we 
suggest that you get in touch with 
some of the following cold control 
manufacturers, giving complete de- 
tails on your control requirements: 
Automatic Reclosing Circuit Breaker Co. 
1304 Indianola Ave., Columbus, Ohio. 


Cutler-Hammer, Inc. 

315 N. 12th St., Milwaukee, 
General Electric Co. 
Industrial Dept., Schenectady, 
Penn Electric Switch Co. 
£00 E. Walnut St., Des Moines, Iowa. 

Cc. J. Tagliabue Mfg. Co. 

Park & Nostrand Aves., Brooklyn, N. Y. 


Wis. 
a £ 


Replacement Parts 


No. 1874 (Manufacturers Agent, 
Missouri)—“We are interested in buy- 
ing Frigidaire and Kelvinator parts 
that may be made by some independ- 
ent companies and if one of your 
advertisers is among this number, 
we would appreciate your putting 
them in touch with us.” 

Answer: Suppliers of replacement 
parts for electric refrigerators are 
listed on page 302 of the 1934 Rerric- 
ERATION Directory. The supply com- 
panies listed below were advertisers 
in the DiREcTOoRY. 

Harry Alter Co. 
1728 S. Michigan Ave., Chicago, Ill. 
Home Appliance Service Co., Inc. 
714 W. Market St., Greensboro, N. C. 
Iceless Refrigeration Accessories Co. 
2 Chestnut St., Philadelphia, Pa. 
Melchior, Armstrong, Dessau _ Co. 
300 Fourth Ave. .. New York City. 
George 3 Monjian Co. 

Grand Ave., Chicago, Ill. 
Refrigeration Service, Inc 
3109 Beverly Blvd., Los Angeles, Calif. 
Refrigeration Service Laboratories, Inc. 
418 Rush St., erage hy 


Refrigeration Suppl a 
1212 Tremont St., eaten, Mass. 


Removing Majestic Dome 


No. 1875 (Electrical Supplier, Okla- 
homa)—“The members of our refrig- 
eration department have been very 
much interested in the series of 
articles on servicing obsolete types of 
refrigerators; more especially the 
article in the last issue on the Stand- 
ard Model Majestic. 

“In view of the delay in securing 
exchange of units now existing, we 
would greatly appreciate an article 
very shortly on the Majestic Sealed 
Model Units. The thing that is stump- 


ing us at present is how to remove 


the dome from the sealed unit. Our 
service men believe that if they can 
remove and replace this dome satis- 
factorily, they will be able to take 
care of the majority of cases where 
the trouble is inside the dome.” 

Answer: An article on servicing 
the Majestic hermetic compressor 
was published in the Aug. 16, 1933, 
issue of ELEecTRIC REFRIGERATION News. 
Although this article did not discuss 
removal of the dome, it did give a 
number of helpful suggestions for 
servicing the Majestic hermetic in the 
field. If we are able to obtain data 
on removing the dome and rebuilding 
the compressor, it will be discussed 
in a later issue of the News. 


Refrigeration Schools 


No. 1876 (Student, New York)—‘I 
am a young man, interested in refrig- 
eration and would like information 
concerning schools on refrigeration. 

“Could you please send me informa- 
tion on such schools which have prac- 
tical work and which are located in 
New York City and vicinity?” 

Answer: (See below.) 


No. 1877 (Printer, New York)—‘The 
Electric League of Niagara Frontier 
referred me to you concerning a suit- 
able school of high standing, teaching 
electrical refrigeration and air condi- 
tioning. 

“In my present circumstances it is 
impossible for me to attend a college 
teaching these subjects such as 
Massachusetts Institute of Technology. 
My course would have to be limited 
to within six months or a year. I 
have in mind such a school as Coyne 
Electrical School in Chicago or Mil- 
waukee School of Engineering at 
Milwaukee. 

“T should like your opinion on 
schools such as these and whether it 
is advisable to take such a _ short 
course of approximately three months 
as Coyne offers. Other schools and 
information concerning them will be 
appreciated.” 

Answer: We do not attempt to pass 
upon, or approve, schools teaching 
electric refrigeration. The following 
institutions offer refrigeration and 
air-conditioning courses as indicated 
and we suggest directing inquiries to 
those most advantageously located: 


Refrigeration Schools 
Utilities ae ae Institute 
404 N. Wells St., Chicago, Ill. 
(Also branch in New York City.) 
Milwaukee School of Engineering 
1020 N. Broadway, Milwaukee, Wis. 
School of Engineering of Milwaukee 
E. Wells & N. Jackson Sts., Chicago, Ill. 
oeeet o- e of Electric Refrigeration 
2024 abash Ave., Chicago, Ill. 
= -" ‘eno School 
Alton, Ill. 
Buffalo Technical Institute, Inc. 
604 Washington St., Buffalo, N. Y. 
Senaca Vocational High 
666 E. Delavan Ave., Buffalo, N. Y. 
Cass Technical High School 
2421 Second Blvd., Detroit, Mich. 
American School 
58th & Drexel, Chicago, IIl. 
Hemphill Diesel Engineering Schools 
2121 San Fernando Rd., Los geles, Calif. 
Refrigeration Engineering Institute 
Warner Theater Bldg., Youngstown, Ohio. 
in be Training School 
. Prospect Ave., Sturgis, Mich. 
Electric Refrigeration School 
817 Thirteenth St., Washington, D. C. 
Massachusetts Institute of Technology 
Boston, Mass. 


Air-Conditioning Schools 
Utilities engineering Institute 
404 N. Wells icago, Il. 
(Branch in New York City.) 
Air Lenagitientngs Engineers Society 
121 N. Clark St., Chicago, III. 
toca esr Correspondence Schools 
Scranton, 
Massachusetts Institute of Technology 
Boston, Mass. 
New York Y.M.C.A. Schools 
5 W. 68rd St., New York, N. Y. 
Rutgers beats aga 
New Brunswick, 
O. F. Schoeck School 
Alton, 


Household Specifications 


No. 1878 (Massachusetts)—“Can you 
furnish me with a list of manufac- 
turers of electric refrigerators for 
domestic use: their names, addresses, 
and type of box, and if possible, retail 
prices.” 

Answer: Detailed _ specifications 
covering 285 models of 37 makes of 
household electric refrigerators to- 
gether with names of the manufac- 
turers were published in the May 30 
issue of ELEctTriC REFRIGERATION NEws. 
Included was information concerning 
dimensions, storage capacities and 
finishes of cabinets, size and type of 
refrigerating machine used, and also 
net weights and retail prices. 


Data on Old Models 


No. 1879 (Distributor, New York)— 
“We would appreciate information on 
the complete lines of models of Kel- 
vinator, Frigidaire, and Copeland for 
the years 1927 to and including 1931. 


“Frankly, we are planning an export 
division for reconditioned boxes in 
the above makes and in the compila- 
tion of a circular for the trade, we 
need the specifications of all models 
of the years 1927-1931. 


“If you are not able to supply the 
above, would you be so kind as to 
inform us where we can get the 
necessary information which is very 
important to us in our work.” 


CLASSIFIED 
| 


RATES: Fifty words or less, one inser- 
tion $2.00, additional words four cents 
each. Three insertions $5.00, additional 
words ten cents each. 

PAYMENT in advance is required for 
advertising in this column. 


POSITIONS AVAILABLE 


A prominent manufacturer of 
two of the leading major 
appliances in the country will 
entertain the application of 
five high grade men familiar 
with the Middle West, Great 
Lakes, or New England terri- 
tories. Salary is no object if 
your experience covers dealer 
as well as distributor contact 
work and a thorough knowl- 
edge of the specialty selling 
field and its requirements, 
The opportunity offered is 
unusual, and only men with 
outstanding proven perform- 
ance records are invited to 
apply. 
Address Box No. 644, 

Electric Refrigeration News. 


POSITIONS WANTED 


SALES ENGINEER, 29 years of age, 
college graduate, three years’ experience 
with large refrigerating manufacturer in 
factory branch and field work desires 
new connection in refrigeration or air- 
conditioning. Capable of laying out and 
supervising installations and also assist- 
ing in sales work either retail or whole- 
sale. Box 643. 


INDEPENDENT SERVICE COMPANIES 


HALECTRIC thermostat repair service. 
B & B, G.E., Cutler-Hammer, Penn, 
Ranco, Tag., etc. Float valve needles 
reground and polished. Expansion valves 
repaired. Gas service, Ethyl, Methyl, Iso- 
Butane, Sulphur. Your cylinder or ours. 
Competitive prices. Distributors of “Flaw- 
less Brand” tubing. Halectric Laboratory, 
1793 Lakeview Road, Cleveland, Ohio. 


Trained Men Available 


When in need of practical, trained shop mechanics, 
installation or service men, patronize this FREE 
Placement Bureau. We have competent, trained 
graduates available in every locality, to meet your 
requirements. With or without experience. No charge 
to the men or to you. Write, phone or wire. 


Utilities Engineering Institute 
Placement Division 
Wells at Kinzie Street, 


Chicago 


Answer: The first specifications of 
household electric refrigerators were 
published in the Nov. 9, 1927, issue of 
ELECTRIC REFRIGERATION News and _ in- 
cluded models of the Kelvinator and 
Copeland lines, but not Frigidaire. In 
the April 25, 1928, issue specifications 
were given for refrigerating machines 
only, not including details of the lines 
by cabinet sizes. Data for all three 
companies were included. 

Specifications for Kelvinator, Frigid- 
aire, and Copeland for 1929 were 
published in the Jan. 2, 1929, issue of - 
the News, including refrigerating 
machine data, range of cabinet sizes, 
and other information. Specifications 
for 1930 were given in the Dec. 3, 
1930, issue, Buyers’ Guide Section 
(cabinet data), and in the Dec. 17, 
1930, issue, Buyers Guide Section (re- 
frigerating machine data). Complete 
detailed specifications for 1931 ap- 
peared in the annual Directory Sec- 
tion of the Jan. 14, 1931, issue of the 
NEws. 

Copies of these issues are available 
at 10 cents each. 


McCORD 


REFRIGERATION 


PRODU 


SPIRAL FINNED TUBING 
fe eo oe 


SPIRAL COPPER FINNED IRON, 


"STEEL OR COPPER PIPE | 
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